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ABSTRACT
LIFESTYLES OF UNIVERSITY STUDENTS
By
Nihal Atilla
Supervisor: Doc. Dr. Guliz GER
This study attempts to explore the lifestyles of the youth 
market in Ankara. The age structure indicates that Turkey is 
becoming younger each year. Since there are many marketing 
opportunities and problems associated with the shifting age 
structure, studying the "yt^ung” is important for the 
marketers to anticipate the shifts and to alter their 
strategies to position themselves well for the future.
Altough lifestyle studies and their applications gr€?w 
steadily in foreign countries, no such study was conducted in 
Turkey until 1989 when Doğrudan Pazarlama A.S. (D.A.P.) 
conducted the first gualitative research.This study aims to 
develop a lifestyle survey similar to VALS, to assess 
segments of a sample of young Turks. Though it excludes 
specific product usage choices and does not provide detailed 
human portraits of the types, it attempts to classify the 
"yo^ng adults” on a similar basis. The present guestionnaire 
is based on both the VALS Survey and the D.A.P.'s survey.
The objectives of this study are twofold. The first one is 
to assess the lifestyles of students in three different 
universities based on their activities, interests, opinions, 
values and demographics. The second one is to show the main
differences among these three universities (Middle East 
Technical University, Bilkent University, Ankara Conservatory 
by driving profiles for the students in each-
Since the categorization of large number of data points into 
a more manageable c 1assification theme was a practical 
necessity, the first step-in the analysis of the data for 283 
students was the reduction of the variables using factor 
analysis- Then different clusters were formed (using cluster 
analysis), and differences across the universities and the 
clusters were analysed (using X^ ‘ and t-tests)-
The analysis showed that the students from M.E.T-U-, A-C-,
and B.U. differ in their lifestyles especially in their 
attitudes towards social facts/inner self, towards family and 
towards progressivism in family life, on financially based 
questions and on activities/sports done (The profile of each 
was given in the exhibits)- Besides, "young" market has five 
different lifestyles: individualistics, transitons from
individual ism to sociability, floaters, ostentations, and 
exceptiona1 ists (The profile of each was given in the
exhibits)-
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I.INTRODUCTION
Information, on a timely basis, can serve each of the 
three age-old business sayings : ‘’Know thy customer" , "Be
there before your customer" , and "Information is power" 
(Wilkie, 1986). Thus, it is clear that all marketing people 
reguire substantial information if they are to develop 
effective marketing strategies. Though there are very 
different kinds of information (demographics, attitudes, 
behaviours, opinions, motivations, etc-), demographics is 
the most widely-used one. That is why the main argument in 
this study is on psychographics versus demographics rather 
than psychographics versus other kinds of information.
1.1. INTRODUCTION TO THE PROBLEM
In general, marketers use demographics in two ways: P"irst, 
trends in demographics point to changes to be undertaken. As 
the nature of his consumer market changes, an astute marketer 
must change the marketing mix to keep pace- Second, 
demographics help improve current marketing decision making. 
Beyond the need to adopt to broader societal trends, 
individual marketers also rely on consumer demographics to 
improve current marketing mix decisions especially for 
segmentation and targeting problems. Thus, demographics, 
which has been available for a long time, does provide 
useful insights for marketers. However, demographic 
statistics helps the marketer understand the consumer only 
as a number rather than a real person. That's why marketers
often claim that there is limited use of knowing who a 
person is (on quantitative demographic variables), if these 
variables do not suggest ways of appealing to him (through 
his psychographic properties). William Wells has 
said : " Demographics lack colour. They lack texture. They 
lack dimensionality. They need something that puts flesh on 
bare statistical bones ""(Forrest et. al.,1983). To put flesh 
on bones, during the 1960's, marketers began to investigate 
consumer lifestyles in addition to demographics.
Lifestyle reflects people choosing activities that present 
the ways they wish to live. Lifestyle studies focus on 
people's activities in terms of how they spend their time in 
work and leisure; their interests in terms of what they place 
importance on in their immediate surroundings; their opinions 
in terms of their stance on social issues, institutions, and 
themselves; and finally basic demographic facts such as their 
age, sex, income, and where they live.
The importance of the lifestyle studies are twofold. 
First, lifestyle research allows us to view a population as
individuals with feelings and tendencies, who are in
different groups (segments) and make more efficient use of 
both mass media and those that are targeted to particular 
portions of the population. So lifestyles have become an 
important part of learning about the consumer to whom 
marketing is to be addressed. Thus, as a segmentation 
variable, lifestyles enable the marketer to choose his 
marketing mixes more effectively. Second, there are times
when the culture of a nation faces some shifts; values 
change, lifestyles are transf ormed - Tht? shifts create huge 
dislocations in the lives of people and those living closest 
to society's fault lines are first to be thrown into new 
bad situations (Yanke1ovich,1981)- But even those living at a 
remote distance feel the tremors. Those marketers who do 
catch up with the trends in the changing lifestyles are to 
survive and those who are unprepared to accept the evidences 
that the roles are changing are to face hard times.
This study attempts to explore the "young adults" (who are 
between ages 17 and 25) market in Ankara. The age structure 
indicates that Turkey is becoming younger each year (Appendix 
B). Since there are many marketing opportunities and problems 
associated with the shifting age structure, studying the 
"young" is important for the marketers to anticipate the 
shifts and to alter their strategies to position themselves 
for the future-
The objectives of this study are twofold. The first one 
is to assess the lifestyles of students in three different 
universities: Middle East Technical University (M.E.T.U.), 
Bilkent University (B.U.), and Ankara Conservatory (A-C.) 
based on their activities, interests, opinions, values and 
demographics. The second objective is to show the main 
differences among these three universities by drawing 
profiles for the students in each.
II. LITERATURE SURVEY
Values are the cognitive representations of consumers' 
most basic and fundamental needs and goals- Stated 
differently, values are consumers' end states they are trying 
to achieve in their lives (Olson, e t -a 1. ,1987) .
Pychographics is the use of psycho 1ogica1, sociological, 
and anthropological factors such as benefits desired, self- 
concept, and lifestyle to determine how the market is 
segmented by the groups (Demby,1989).
Values and lifestyles research is widely used in 
marketing (Bryant, 1982;Demby, 1989;Brunert, et-al-, 
1989;Rokeach,1973;We11s , 1975)- Though it is possible to use 
both quali tative (Calder,e t -al- ,1987; Durgee,1986; 
Groot,1986; Sampson,1985) and quantitative methods 
(Gin2 berg,1966; Grünert ,e t - a 1 - ,1989; Mitchell,1983; 
Rokeach,1973) to assess the lifestyles, the emphasis of this 
study will only be on quantitative ones because of the method 
used in the present survey- Especially after the tremendous 
success of the VALS (values and lifestyles) instrument in the 
United States, similar projects have been developed by 
several European institutions, practitioners, and academics 
(Kahle, 1990) alike supplying both measurement instruments 
and theoretical underpinnings- Some of these are more 
directly related to the present study and are mentioned 
below -
The Vais Survey which is a building block of the survey
used for this research, is a program for segmenting the 
consumer market and is an important new development in 
marketing- VALS was created by SRI Internationa1, a 
management consulting firm in California, and is now being 
used by many marketers and advertising agencies to plan their 
marketing mixes better^ It is the first survey in which 
psychographics has been used-
The essence of the VALS program is a c 1assification scheme 
that assigns each adult American to one of nine VALS 
segments. These segments are determined by both the values 
and the lifestyles of the people in them. Values within this 
system refers to a wide array of an individual's beliefs, 
hopes, desires, aspirations, and prejudices. The VALS 
typology comprises four comprehensive groups that are 
subdivided into nine lifestyles, each intended to describe a 
unique way of life defined by its distinctive array of 
values, drives, beliefs, needs, dreams, and special points of 
view (Mitchell, 1983) :
Need - Driven Groups 
Survivor lifestyle 
Sustainer lifestyle 
Outer - Directed Groups 
Belonger lifestyle 
Emulator lifestyle 
Achiever 1i festy1e 
Inner - directed Groups 
I -· Am - Me lifestyle
Experiential lifestyle 
Societally Conscious lifestyle
Integrateds
At present, new types of data and analyses are being 
developed on a continuing basis, both within the VALS system 
and by others interested in improving and using psychographic 
information.
It is possible to make comparisons between different 
countries by the help of VALS typology. Italy, Sweden, The 
United Kingdom, and West Germany are some of the European 
countries using the same groupings (Mitchell, 1983). The same 
methodology helps improve solving segmentation problems 
especially for entry to internationa1 markets-
□ther than assesing the lifestyles and comparing them, the 
shifts in ways of life is another important aspect of such 
studies and ’’New Rules" of Daniel Yankelovich, 1981 is 
concerned with the changing cultural lifestyles. According to 
him, in American life, continuity and far-reaching change 
coexist . American culture is so variegated that an observer 
who wishes to highlight its continuity can easily do so; and 
conversely, an observer who wishes to document the changing 
nature of American life can also have his way 
(Yankelovich,1981). The important question is: Have the 
"important" things remained the same, or have they changed ? 
As an answer to this question, Yankelovich states that the 
shifts in ways of life that he examined in his study are
important changes since they mark a decisive break with the 
past and they do affect their economic and political destiny 
as well as their cultural lifestyles-
In seeking a pattern, he examined a vast array of survey 
findings, census data, economic information and life 
histories- The pattern that emerged indicated that there were 
a few fruitful questions- The one question that proved most 
productive was the simplest: "What are the people pursuing 
their self-fulfillment actually looking for, and how are they 
going about finding it ?" (Yanke1ovich, 1981).
Seekers of self-fulfillment invest the best of their 
creativity in inventing expressive styles of living. For 
them, the moral intuition is at the heart of the search- On 
traditional demands for material well-being, seekers now 
impose new demands for intangibles - creativity, leisure, 
autonomy, pleasure, participation, community, adventure, 
vitality, stimulation, tender loving care- They wish to add 
joy of living to the efficiency of technological society. 
They seek to satisfy both the body and the spirit, which is 
asking a great deal from the human condition-
As a result, surveys show evidence of a growing concern 
with community and caring re1 ationships . There is less talk 
than in earlier decades of status symbols - big homes, 
diamond rings, fur coats and less comparing one's self to the 
neighbours. Young people speak more openly of their religious 
beliefs and their concern for the future- The people express
a longing for connectedness, commitment and creative
expression.
Therefore, such studies not only assess lifestyles, but, 
since they are done repeatedly over time (longitudinal 
studies), they help marketer monitor his socio-cultural 
environment market changes in it.
All these and similar studies find their applications to 
marketing- A few i11 ustrations are given below
(Gottlieb, 1.965; Kahle,1990; Wells, 1975).
Gottlieb (1965) expounded the strategy of marketing 
segmentation by personality types to make the transformation 
from "why” questions (why people do or do not buy one 
product/brand rather than another) into "who" guestions. He 
stated that the only method is to learn the subject 
thoroughly, to observe carefully with an open mind, and to 
listen to the experts in the field if there are any. He used 
this rationale for segmentation in Brominex (an antacid- 
analgesic) problem and a liguor product (Menea 1,1965) .
Lifestyle data has also been used in the creation of 
advertising campaigns. The most obvious guide for such a use 
is that the lifestyle data provide a richer and more life­
like picture of the target consumer. Besides it provides 
guidelines for the basic "tone of voice" for the advertising. 
Lifestyle findings also provide inferences about how the 
product fits into the consumers life. Applications of 
lifestyle research to the creation of advertising campaigns
8
are deeply analysed by Wells (We 11s ,1975) .
In another study, Kahle (1990) found out that certain 
values of the salesperson, sales manager, and perceived 
values of the largest volume client influence how much time 
the salesperson spends on entrepreneuria1 selling.
The above examples illustrate the utility of lifestyle 
research in marketing. Although lifestyle studies and their 
applications grew steadily in foreign countries, no such 
study was conducted in Turkey until 1989 when Doğrudan 
Pazarlama A-S. (D.A.P.) took the route (Medya Market, 1989). 
D.A.P. made a qualitative research in Izmir and Istanbul and 
found a profile for the middle income consumers. They have 
supplemented this research with quantitative measures using 
a large sample of young people. D.A.P. made face-to-face 
interviews with a preprepared questionnaire and also included 
the information about the general appearance of the region 
(where the house is located), and the indoors which is 
written seperately by the researcher.
This study aims to develop lifestyle survey similar to 
VALS, to assess segments of a sample of young Turks. Though 
it excludes specific product usage choices and does not 
provide detailed human portraits of the types, it attempts to 
classify the "young“ on a basis similar to VALS. Analysing 
the differences of the groupings in Turkey can give useful 
sights to marketers. Once an instrument is developed, it can 
be applied on representative samples of target markets to
assess current lifestyles, differences across segments within 
Turkey and use it 1ongitudina11 у to monitor changes.
Ill- METHODOLOGY
This exploratory and descriptive study is designed to 
assess the lifestyles of students in universities and to show 
the main differences partially based on or inspired by VALS 
and D.A.P..
I I I . 1 . SAMPLE
Three universities are selected as illustrative samples of 
the "young” market in Ankara. The reasons for this choice are 
as foilows:
1. M.E.T.U. is one of the most crowded universities in Turkey 
with the number of its students exceeding 19,000. So a study 
of M.E.T.U. will not only give ideas about the students in 
Ankara, but will also enable to make genera 1izations since 
there are a number of students from other cities as well.
2. B.U. is the first private university in Turkey so a 
majority of its students (including those with scholarships) 
are perceived to be the representatives of a different 
subculture in our society. Studying the lifestyles in B.U. 
will enlighten whether those perceptions are true or not.
3. Generally, students of conservatories are perceived to be 
"different" not culturally as those of B.U.'s, but
10
individua 1istica11 у . Taking A.C. as an illustrative sample of 
conservatories, this study can show these differences if they 
rea11 у ex ist-
Sample size is 283. 286 questionnaires out of 300 were 
returned. 3 of them were excluded due to large number of 
unanswered questions. 104 qu.es tionnai res were from Bilkent, 
100 are from N.E.T.U., and 79 are from Ankara Conservatory. 
To increse the return rate, questionnaires were distributed 
by the help of the academic personnel in each university. 697. 
of И.Е.Т.и., 667. of the Bilkent, and 407. of the Ankara 
Conservatory were men. In h.E.T.U. , majority of the sample 
(70 7.) was in the 21 - 25 age bracket with a minimum age of 
18 and a maximum age of 34. This ratio was 89 7. for the 20 - 
24 age bracket for Bilkent with a minimum age of 18 and a 
maximum age of 25- In Ankara Conservatory the age 
distribution was scattered with a minimum of 16 and a maximum 
of 28.
Students from different departments were included in the 
samples from each university. In M-E.T.U., 23.1 7- of the 
sample are from Management or Economics, 59.6 7. are from 
Engineering, and 17.3 7. are from Sociology, Philosophy or 
History- In Bilkent, 46 7. are from Management or Economics, 
29 7. are from Engineering, and 25 7. are from Tourism- In 
Ankara Conserva tory, 73.4 7. are from Music and Opera, 26.6 7. 
are from Performing Arts.
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I I I.2 QUESTIONNAIRE DESIGN
The present questionnaire is based on two different 
questionnaires. The first one is the VALS Survey which 
includes around 800 questions (Nitche11,1983). Some questions 
from this are excluded due to culture and age irrelevance. 
Others, which are A0I~ (activities, opinions, interests) 
questions are included. The second questionnaire is the one 
that was used by D.A.P.. Since most of the questions in this 
survey are related to buying behaviour rather than more 
general interests, opinions, and activities and since D.A.P. 
conducts interviews rather than distributing questionnaires, 
that survey only gave some useful ideas for this study.
After an examination of the contents of both VALS and 
D.A.P. surveys and taking into account the objectives of this 
study, the content of the present survey is limited basically 
by five variables; demographics (Part I), attitudes (Part 
II), interests, opinions, and activities (Part III) (Appendix 
A). A qualitative pretest was conducted before preparing the 
questionnaire and ten people were asked to talk about their 
activities, interests, and opinions whose responses were 
taken as the basis for the preparation of the questions with 
those of VALS'. After the completion of the questionnaire, 
the same people were asked to read through the questionnaire 
to try to enhance that the questions are valid and
understandable.
Demographics questions and the universities are the
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independent variables of the questionnaire- Attitudes, 
activities and opinions questions are dependent variables 
which are expected to change by the demographics and the 
universities- There are a few questions which are neither 
dependent nor independent like questions 2, 11 of Part I
(Appendix A) and will be used to give more information about 
the sample-
All the questions in the survey are closed-ended questions 
except the questions numbered 3, 4, 25, 29, 30, 37, and 44
of Part III (Appendix A) - These are open-ended due to lack 
of a priori information which is needed to construct closed- 
ended ones-
IV. ANALYSIS AND RESULTS
Since the categorization of large number of data points 
into a more manageable classification theme was a practical 
necessity, the first step in the analysis was the reduction 
of variables using factor analysis. Then different clusters 
were formed (using cluster analysis), and differences across 
the universities and the cluster were analysed (using X and 
t-tests).
IV-1. REDUCTION OF THE VARIABLES
Two steps are taken to reduce large amounts of data into 
more manageable forms : socio - economic c 1assification and
factor analysis of attitudinal questions (Part II), and the 
questions about external effects on the selection of movies
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(Q-III.6), sports (Q.III.26), activities (Q.111.34), and 
product usage (Q.III 37) (Appendix A).
A weight assignment method was used to construct indices 
of socio-economic status. To get that index, first, questions 
number 8, 10, 11, 13, 14,_ and 15 (Part I) were multiplied by 
0-1 and question number 9 (Part I) was multiplied by 0.4 and 
added together ( Appendix A ). Equal weighting was not used 
since father's occupation was judged to have more importance 
in 5 0 Cio-economic cI assification then the other variables 
(Personal communication/Ger). Then the resulting numerical 
values were grouped into three classes ; lower, middle and 
upper.
In marketing research, the major use of factor analysis is 
to group together redundant variables. The purpose of this 
grouping is to help the researcher select a smaller number of 
variables for further analysis without excluding variables 
which contain a substantial amount of information- The 
reduced set of variables are then used to more efficiently 
analyse the results of a study and to reduce the number of 
variables needed -
For these purposes, "Attitudes” questions (Part II), 
questions about external effects on the selection of movies 
(Q.III-6), sports (Q.III.26), activities (Q.III.34), and 
product usage (Q-III.37) were factor analysed using 
"Principle Component" method with " Varimax " rotation to 
better delineate the rotated factors so that the factor
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loadings are close to "O" or ”1" indicating clearly which 
variables belong to which groups for more clear 
in terpretation - Since this rotation is orthogonal., the 
factors are independent-
The questions are factor analysed for all the sample and 
the variables which load "heavily” on the same factor are 
grouped together- Since what " load heavily " is somewhat 
vague, an arbitrary cutoff level as 0.5 (sometimes smaller) 
was chosen so that eacii variable tends to load on exactly one 
fac tor -
Most of these factor's were in terpre tabl e so they were 
given names by seeing what the variables which load heavily 
on the same factor have in common. The names of attitudes 
factors are materia1 istic thoughts, attitudes towards family, 
attitudes towards social facts/inner self, liking of 
onese 1 f , thr i f ty home-loving, progr'essi vism in family life, 
and attitudes towards life (Appendix B-Table 2). The names of 
factors of external effects on the selection of movies are 
effects of mass media/other people and effects of directors 
and actors/actresses (Appendix B-Table 3). Prestigious 
sports, popular sports, less common sports, ans less usual 
sports are the names given to sports factors (Appendix B- 
Table 4). Activities have factor names of activities related 
with art, social/recreational game playing, bars/discos, and 
other activities (Appendix B-Table 5). The factor names of 
products are grooming products, snacks/soft drinks, meals, 
coffee/tea, and unordinary meals (Appendix B-Table 6). Still
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some others-factors 8 and 9 of the attitudes questions 
(Appendix B-Table 2) and factor 6 of product usage (Appendix 
B-Table 6)-were not interpretab1e and these were exluded from 
further analysis. The results are given in Tables 2 - 6  
(AppendiX B ) .
IV-2. COMPARISONS ACROSS "ON IVERS ITI£5
In order to see if there really exists differences for the 
answers across the universities, X tests are applied to 
check the cross tables for the presence of significant 
relation between the variables which are noninterva11y 
measured. The significance level chosen is 0-05 implying that
values higher than 0-05 would implicate a relationship 
between the variables.
For the questions with interval scales where means have 
meanings, t - tests are applied to check for statistical 
relations. In these models, universities were the 
independent variables , and all the other questions were the 
dependent variables- The results are given in Appendix B .
These tests showed that, independent of the 
universities, answers to some questions are not significantly 
different from each other. These answers form a general 
profile for an university student and given in Appendix B.
Again these tests showed that for most of the questions, 
answers differ significantly depending on the universities. 
These create three different profiles for the students of
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three different universities and are given in Appendix B- 
Exhibits 2,3, and 4 for Bilkent University, M.E.T.U., and A- 
Conservatory , respectively-
After the examination of the tables, it is seen that the 
most apparent difference-s among the three universities stem 
from the attitudes toiAjards social facts/inner self, 
progressivism in family life, attitudes towards family 
(Appendix B~Table 7), from financially based questions like 
credit card usage (Appendix B-Table 8.5), from preference of 
specific brands for clothing (Appendix B-Table 14) and from 
a c tivities/sports done (Appendix B-Table 15).
Whereas a Bilkent student likes the way s/he was brought 
up and overall s/he is very happy, a M.E.T.U. student thinks 
just the opposite- An Ankara Conservatory student is the only 
one who approves sexual relationships between unmarried 
people- Family of a Bilkent student has a monthly income of 
TL > 3,000,000 and s/he is the only user of credit cards. 
S/he is a watcher of video films up to 15 films a month. An 
Ankara Conservatory student does not prefer specific brands 
for clothing but a Bilkent student does and a M.E.T.U. 
student sometimes does.
IV.3. LIFESTYLES OF UNIVERSITY STUDENTS
To assess the lifestyles of university students, first a 
cluster analysis was done. The purpose of cluster analysis is 
to place objects into groups or clusters suggested by the 
data such that objects in a given cluster tend to be similar
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to each other in some sense , and obje?cts in different 
clusters tend to be dissimilar (Lehman 1985).
Observations in the sample were clustered based on fifteen 
variables : 7 *' Attitudes " factors (Table 2), 4 "Sports”
factors (Table 4), 4 " Activities " factors (Table
5) (Appendix B). As the cjustering method, " Average Linkage " 
is used since it is one of the methods with the best overall 
performance.
Since the clusters were not very easy to define, first, 
seven clusters were derived and both and t - tests were
applied for different questions and it was observed that some 
of the clusters were not significantly different from each 
other. Different clusters gave almost the same answers to 
attitudes, and sports questions. These clusters were combined 
and the tests were rerun. This time the clusters were 
different from each other and the results were interpretab 1e . 
Cross - tables and t - test results are given in Tables 20 
23 (Append i x B ).
Based on these tests, five different clusters are defined 
with five different lifestyles. These are given in the 
Appendix B~Exhibits 5,6,7,8, and 9 for individualistics, 
transitors from individualism to sociability, floaters, 
ostentations, and exceptiona1ists respective1y .
The clusters mainly differed on such issues as liking of 
oneself, activities, financial characteristics, movie viewing, 
and alcohol consumption.
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Transitors,ostentations, and exceptiona1 ists feel that 
they have more good qualities and more confidence than other 
people and like themselves pretty much the way they 
are.Whereas individua 1 istics, transitors, and floaters are 
not generally engaged with different activities, ostentations 
go to bars and discos and exceptionalists attend theatres, 
operas, C.S.O. concerts. Both clusters sometimes play 
socia1/recreationa1 games like card games, backgammon, chess. 
Ostentations are heavy drinkers of alcoholic beverages and 
they are the only users of credit cards-
V. CONCLUSION
The analysis showed that the students from M.E.T.U., A.C., 
and B.U. differ in their lifestyles especially on their 
attitudes towards social facts/inner self, towards family, 
and towards progressivism in family life, on financially 
based questions and on activities/sports done. Besides, 
'‘yoking adults" market has five different lifestyles: 
individualistics, transitors from individua1ism to 
sociability, floaters, ostentations, and exceptiona1 ists.
Before talking about the possible applications of this 
study, limitations must be taken into consideration. First, 
the questionnaire was distributed only to those who attend 
universities in Ankara. Due to a large number of young people 
who do not attend to any university and since Ankara cannot 
be generalized to all Turkey, more surveys should be done to 
drive exact profiles for "young adults". This might create an
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external validity p)roblem for the survey. Second, because of 
the time limitations, test-retest i^ ias not applied, so the 
study might have reliability problems. Third, the study has 
some limitations due to social desirability bias which is a 
common limitation to all similar surveys of social sciences.
Since lifestyles c_an be used both as segmentation 
variables and indicators of changes in the society, this 
study can also be used in two ways. First, marketers whose 
target market is the "young adults" can use these findings to 
reexamine their marketing mixes and may alter some decisions 
since there are sharp differences between the lifestyles and 
this may lead companies to important problems if they all are 
perceived as "young" without any notification to these 
differences. Second, this study can be a base for those who 
intend to study lifestyles in the future and helps predict 
the trends in the "young adults" market thereafter.
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APPENDIX A
QUESTIONNAIRE USED IN THE SURVEY
O'^ Idunııak ü / . e r e  o.l.düÇjunuz bu anket , bir master tezi için 
kullanLİacak olup unIveroite ÖOrencilerj.nin zevk ve be'ğenilsr'i ile 
i l'.:j 1,1 id i r'.
Lütfen tüm soruları clüjünerek ve .atlamadan yanıtlayın.!t.
Bu bildiler sadece araştırma amacıyla kullanılacaktır. Cevaplar 
toplu olarak değerienclilecektir. İsminiz sorulmamaktadır,.
YARDIMCI OLDUĞUNUZ İÇİN ŞİMDİDEN TEŞEKKÜR EDERİZ.
25
!.GENEL ÖZELLİKLER
AşaÇıidaki s o r u l a n  çiıginin üzerine X işareti koyarak yanıtlayınız.
1. Cinsiyetiniz : Kadın ; _ _ _  Erkek ;
2. Yasınız :
3. Okuduğunuz bölüm :
4. Hangi sınıfa devam ediyorsunuz? 
Birinci : _ _ _ _  İkinci : üçüncü Dördüncü : _ _ _ _  Yüksek lisans öğrencisiyim
5. Aileniz hangi şehirde yasıyor?
6. Siz nerede yasıyorsunuz?
Ailemle beraber : _ _ _ _
Akrabalarımın yanında ;
Yurtta :
Arkadaşlarımla beraber kirada : _ _ _ _
Diğer ; _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ ( Lütfen belirtinizi
7. Sizin dışınızda kaç tane kardeşiniz var?
Yok ; Bir tane : İki tane uç tane Dört ya da dana fazla
6 . Babanızın öğrenim durumu nedir?
Okur yazar : _ _ _ _
İlkokul mezunu : _ _ _ _
Ortaokul mezunu ;
Lise (dengi) mezunu :
üniversite, yüksekokul mezunu : _ _ _ _
Daha yüksek eğitimli (yüksek lisans, doktora) :
9. Babanızın mesleği nedir? Detaylı anlatınız (Hühendis mi, doktor mu, serbest mi çalışıyor yoksa bir şirkette iîi:
ne büyüklükte bir şirket vs..) : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
Çalışmıyorsa emekli mi? : _ _ _ _ _ _ _ _ _ _ _ _
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10. Annenizin öğrenim durumu nedir?
Okur yazar :
İlkokul mezunu : _ _ _ _
Ortaokul mezunu :
Lise (dengi) mezunu : 
üniversite, yüksekokul mezunu :
Daha yüksek eğitimli (yüksek lisans, doktora)
11. Annenizin iş durumu nedir? Detaylı anlatınız. 
Çalışmıyorsa emekli mi? _ _ _ _ _ _ _ _ _ _ _
12. Siz gelir getiren bir işte çalışıyor musunuz?
Hayır : _ _ _ _
Tüm 'nl Okul zamanı Yaz tatillerinde
Evet :
13. Sizin dışınızda ailenizin aylık toplam geliri ne kadardır? (varsa kira gelirleri, temettü gelirleri, vs., dahili
200,000 - 499,000 _ _ _ _  500,000 - 999,000
2,000,000 - 2,999,999 _ _ _ _  3,000,000 - 4,999,999
10,000,000 ve üstü _ _ _ _
1.000. 000 - 1,999,999
5.000. 000 - 9,999,999
14. Aileniz oturduğu konutta ;
kiracı ; Ev sahibi Diğer (Lütfen belirtiniz
15. Ailenizin oturduğu semt ;
Cok seçkin 
Seçkin :
Orta halli : _ _ _ _
Orta halliden daha mütevazi
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II. GÖRÜŞLERİNİZ
Ölçekli sorularda ölçeûin aralıkları alttaki kelimelerde ce belirnidişı gibi derece göstermektedir. Seçtiğiniz 
aralığın üzerine X işareti koyunuz.
Örneğin;
Günümüzde her şey çok çaouk değişiyor-
1 _________________ 1 .
Tamamen
katılıyorum
1
Emin
değilimKatılıyorum
Eğer siz ;
Günümüzde herşeyin çok çabuk değiştiğine tamamen katılıyorsanız
Kesinlikle
Katılmıyorum katılmıyorum
Tamamen
katılıyorum Katılıyorum
Emin
değilim
Kesinlikle
Katılmıyorum katılmıyorum
şeklinde işaretleme yapınız.
1 . Kendimi maddi yönden emniyette hissetmem benim için çok önemlidir.
1______________ 1______________ 1______________ 1______________
Tamamen Emin
katılıyorum Katılıyorum değilim Katılmıyorum
Kesinlikle
katılmıyorum
2 . Hayatımın her anını dolu dolu yaşarım.
1 ______________________ 1 ______________________ 1 .
Tamamen
katılıyorum Katılıyorum
c-ın>n
değilim
Kesinlikle
Katılmıyorum katılmıyorum
3. fiile içindeki yetiştiriliş tarzımı beğeniyorum.
1___________  1 _______1__________  1
Tamamen
katılıyorum Katılıyorum
Emin
Katılıyorum
4. Genellikle bütün insanları dürüst ve güvenilir buluyorum.
1 _________1______________ 1______________ 1 .
Kesinlikle
Katılmıyorum katılmıyorum
lamamen
katılıyorum Katılıyorum
Emin
deûilim
Kesinlikle
Katılmıyorum katılmıyorum
S. Günümüzde her şey çok çabuk değişiyor,
1 ______________________ 1 ______________________ 1 .
Tamamen
katılıyorum Katılıyorum
Emin
değilim
Kesinlikle
Katılmıyorum katılmıyorum
28
6 . Benim iç dunyaiî-ı anlayabüırıem, zengin, güçlü ve ünlü bir insan olmamdan daha önemlidir.
1 1 1 1 1
Tanıaiîien Emin Kesinlikle
katılıyorum Katılıyorum değilim katılffiiyor'Jirı katılmıyorum
bir kadının çocuğu küçük olsa bile hen· o ı ç a n d a  çaiıçfiıası, henı de iyi bir anne olu,ası mümkündür.
1 1 1 1 1 1
Tamafnen Emin kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
Genelde çok mutlu olduğumu söyleyebilirim.
1 1 1 1 1 1
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
Yeni ve değişik şeyleri denemeyi severim.
1 _ _ _ 1 1 1 1 1
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyoruıiı katılmıyorum
Yaptığım işlerde zaman kazanmak benim için çok önemlidir.
1 1 1 1 1 :
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
haddi durumumun daha iyi olmasını istiyorum.
1 1 1 _ ı _ _ _ _ _ _ _ _ _ _ _ _ _ :
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
En önemli eğlence kaynağım televizyondur.
1 1 I 1 1 :
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
Harcamayı biriktirmekten daha çok severim.
1 1 1 1 1
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
Dışarıya bir partiye gitmektense evde sakin bir gece geçirmeyi tercih ederim.
1 1 1 1 1 :
Tamamen
katılıyorum Katılıyorum
Emin
değilim
Kesinlikle
Katılmıyorum katılmıyorum
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ı s .  Ailepı hayatınıdai;i en oneiili ş e ;. d ir .
1_______________1___________
Tamaiiien
katılıyorum Katılıyorum
___________ 1______________ 1
kesinlikle
Katılmıyorum katılmıyorum
Emin
dedilinı
16. Kendime diöer insanların kendilerine güvendiklerinden daha çok güveniyorum.
1 _____________________________1 _____________________________ 1 _____________________________ 1 _____________________________1 .
Tamamen Emin
katılıyorum Katılıyorum değilim Katılmıyorum
Kesinlikle
katılmıyorum
17. Bir kadın ancak ailesine mutlu bir ortam yaratabildiği zaman mutlu olabilir.
1______________ 1______________ 1______________ 1______________ 1____________
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
18, Kendimi olduğum gioi seviyorum.
1 ______________1________
Tamamen
katılıyorum Katılıyorum
Emin
değilim
___________ 1______________ 1
Kesinlikle
Katılmıyorum katılmıyorum
19. Sosyal statüm benim için çok önemlidir.
1 ______________________ 1 ______________________ 1 .
Tamamen
katılıyorum Katılıyorum
Emin
değilim
Kesinlikle
Katılmıyorum katılmıyorum
20. Sık sık kendimi etrafımda gelişen olayların dışında hissediyorum.
1 ________ 1____________ __________________1___
Tamamen
katılıyorum Katılıyorum
Emin
değilim
Kesinlikle
Katılmıyorum katılmıyorum
21. Hava kirliliği önemli bir problemdir.
1 ___________________1 ______________________ 1 .
Tamamen
katılıyorum Katılıyorum
Emin
değilim
___________ 1______________ 1
Kesinlikle
Katılmıyorum katılmıyorum
22. Evlilik önoesi seks ilişkilerini onaylıyorum.
1 ___________1_______________1___
Tamamen
katılıyorum Katılıyorum
Emin
değilim
___________ 1______________ 1
Kesinlikle
Katılmıyorum katılmıyorum
23. Bir insanın arabasının olması çok önemlidir.
1 ___ 1______________ 1__
Tamamen
katılıyorum Katılıyorum
Emin
değilim Katılmıyorum
Kesinlikle
katılmıyorum
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24. Kadınlar meırıleket işlerini erkeklere bırakıp evleri ile ilgilerıirelidirler. 
1 _______ 1______________ 1______________ 1 1
Tamaıııen
katılıyorum Katılıyorum
Emin
değilim
Kesinlikle
Katılmıyorum katılmıyorum
25. Diğer insanlarla bir karşılaştırma yaptığımda kendi iyi özelliklerimin dana fazla olduğunu düşünüyorum,
1______________ 1_______________ 1______________ 1______________ 1______________ 1
Tamamen Emin Kesinlikle
katılıyorum Katılıyor-um oeğilim Katılmıyorum katılmıyorum
26. Yaptığım işlerde toplumun beğeni ve takdiri, kazandığım paradan daha önemlidir.
1______________ 1_______________ 1______________ 1______________ 1______________ 1
Tamamen Emin Kesinlikle
katılıyorum Katılıyorum değilim Katılmıyorum katılmıyorum
III. ALIŞKfiNLIKLARIKII - ZEVKLERİNİZ
1. Son üç senedir ailenizin maddi durumunda bir değişiklik oldu mu?
Aynı kaldı : _ _ _ _  Daha iyi oldu : _ _ _ _  Daha kötü oldu
2, Ailenizin şu anki maddi durumu sizi tatmin ediyor mu?
Hiç etmiyor : ___
Genellikle ediyor :
Genellikle etmiyor : _ _ _ _
Durumumdan çok memnunum :
3. Satın aldığınız bir ürün bozuk ya da defolu çıkarsa ;
Aldığım yere geri götürür ya paramı alır ya da başkası ile değiştiririm :
Hiç birşey yapmam : _ _ _ _
Bir başkasından (annem, babam, arkadaşım, vs..) ürünü çeri götürmesini rica ederim :
Diğer : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  ( Lütfen belirtiniz
4. Videoda ayda ortalama kaç film seyredersiniz?
Kaldığım yerde video yok : _ _ _ _  û - 5 tane
10 - 14 tane : _ _ _ _  15 ve daha çok ;
6 - 9 tane
5. Ayda ortalama kaç kere sinemaya gidersiniz?
ö - 1 kere : 2 - 3  kere : _ _ _ _  4 - 5  kere : 6 ve daha fazla
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ö. Gidec84iniz\seyr3d5C33iniz fiLuleri S3çerken aşağıda bslirtilenler sizi ns kadar etkilar?
Qoli itkiler Etkiler Emin delilli Etkilemez Hiç etkilemez
» Gazete ve dergilerdeki ilanlar
* Gazete ve dergilerdeki eleştiriler
* Televizyonda film ile ilgili haber, 
reklam, eleştiriler.
* Arkadaş ve yakınlarımın yorumları
* Filmin oyuncularının kim olduğu
* Filmin yönetmeninin Kim olduğu
7 . Günde ortalama ne kadar televizyon seyredersiniz?
0 - 1 saat : _ _ _ _  2 - 3 saat : _ _ _ _  4 ve daha çok :
8. Televizyonda dana çok hangi programları seyredersiniz? (Birden fazla şık işaretleyebilirsiniz)
Haberler ve haber programları : _ _ _ _
Filmler : _ _ _ _
Dizi filmler ; _ _ _ _
Belgeseller ; _ _ _ _
Hüzik ve eğlence programları : _ _ _ _
Spor programları ; _ _ _ _
Diğer : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ (Lütfen belirtiniz)
9. Televizyon programlarını nasıl buluyorsunuz?
1_______ 1_______ 1_______ 1_______ 1_______ 1
Çok Çok
iyi İyi Orta Kötü kötü
10. Haftalık \ aylık gazete veya dergi okur musunuz? 
Evet : _ _ _ _  Hayır :
1 1 .(Onuncu soruya yanıtınız " Hayır " ise bu soruyu boş bırakınız). Hangi haftalık \ aylık gazete veya dergileri 
okursunuz? _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _
12. Haftada kaç gün gazete okursunuz?
0 - 1 : 2 - 3 : 4 - 5 : 6 - 7
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i3. Aşağıdaki gazeteleri hangi sıklıkla okursunuz? 
Hergün
Haftada 
5 - 6 kez
Haftada 
3 - 4 kez
Haftada 
1 - 2 kez
Hiç
okuıiıam
* Cumhuriyet
* Hürriyet :
4 hilliyet :
* Tercüman :
* Tan ;
4 Sabah :
* Günaydın :
* Diğer : _ (Lütfen belirtiniz)
14. Zaman zaman rejim yapar mısınız? 
Evet : _ _ _ _  Hayır : _ _ _ Denerim ama kısa sürede bırakırım :
15, Ders kitaplarınız dışında ayda ortalama kaç kitap okursunuz?
Hiç okumam : _ _ _ _  1 - 2 tane : _ _ _ _  3 - 4 tane : 5 ve daha çok
16. ( Onbeşinci soruya yanıtınız " Hiç okumam " ise bu soruyu boş bırakınız ). Daha çok hangi tip kitapları 
okursunuz? { Birden fazla şık işaretleyebilirsiniz ).
Macera romanları : _ _ _ _
Polisiye romanlar ; _ _ _ _
Aşk romanları : _ _ _ _
Denemeler ve benzerleri : _ _ _ _
Felsefi veya psikolojik kitaplar : 
Diğer : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ .( Lütfen belirtiniz
17. Hangi tür müzikten hoşlanırsınız?
Disko : _ _ _ _
Hard rock \ heavy metal :
Slow : _ _ _ _
Klasik : _ _ _ _
Soul ; _ _ _ _
Caz \ pop caz ; _ _ _ _
Türk sanat müziği : ___
Türk halk müziği : _ _ _ _
Diğer : _ _ _ _ _ _ _ _ _ _ _ _ Lütfen belirtiniz
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18. Sigara içiyor musunuz?
Evet ; _ _ _ _  Hayır : İçiyordum, bıraktım
19. ( Onsekizinci soruya yanıtınız “ Hayır ' ise bu soruyu boş bırakınız ). Hangi marka sigara içiyorsunuz 
içiyor dunu z?_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ (Lütfen belirtiniz)
20. Senede kaç kez tatile çıkarsınız? ( Haftasonları için gittiğiniz yerleri de sayınız ).
Hemen hemen hiç çıkmam ; _ _ _ _  1 - 2 kez : _ _ _ _  3 - 4 kez :
5 - 6 kez : _ _ _ _   ^ ve daha çok : _ _ _ _
Yirminci soruya yanıtınız “ Hemen hemen hiç çıkmam ' ise 21 - 23 numaralı soruları boş bırakınız.
21. Kaç kere yurt dışına çıktınız?
Hiç çıkmadım :
3 kere : ___
1 kere :
4 ve daha çok :
2 kere :
22. Ailenizle tatile çıktığınızda genellikle nerelerde kalırsınız ? ( İki şıktan fazlasını işaretlemeyiniz ).
Kendi yazlık evimizde : _ _ _ _
Akraba ya da yakımlarımızın yazlık evlerinde : _ _ _ _
Otel veya motellerde : _ _ _ _
Tatil köylerinde : _ _ _ _
Pansiyonlarda : _ _ _ _
Çadırda : _ _ _ _
Oiger ; _ _ _ _ _ _ _ _ _ _ _ _ (Lütfen belirtiniz)
23. Arkadaşlarınızla çıktıjınız tatillerde genellikle nerelerde kalırsınız? ( İkiden fazla şık işaretlemeyiniz
Arkadaşlarımla tatile çıkmam : _ _ _ _
Bizim veya arkadaşlarımızdan birinin yazlık evinde : __
Otel veya motellerde : _ _ _ _
Tatil köylerinde ;
Panşiyonlarda :
Çadırda : _ _ _ _
Diğer ; _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ (Lütfen belirtiniz)
24. Hangi hayvanları besliyorsunuz?
Hayvan beslemiyorum : _ _ _ _
Kuş : _ _ _ _  Balık :
Kedi : _ _ _ _  Köpek :
Diğer : _ _ _ _ _ _ _ _
fare: At :
(Lütfen belirtiniz)
25. Kredi kartı kullanıyor musunuz?
Evet : _ _ _ _  Hayır :
3 4
* Aerobik ve benreri 
aktiviteler :
* Su kayacı :
* Kayak :
* Oijer : _ _ _ _ _ _ _
Sık sık Yaoariin
* Basketbol : _ _ _ _
* Voleybol :
* Futbol ; _ _ _ _
* Bisiklet ; _ _ _ _
*■ Tenis : _ _ _ _
* Ağırlık çalışmaları : _ _ _ _
26. Aşağıdaki sporları yapar inisiniz?
Ender yaparım Vaomam
(Lütfen belirtiniz)
27. Alkollü içki içer misiniz ?
Evet : _ _ _ _  Hayır : _ _ _ _  Ancak çok özel durumlarda içerim (yaşgünü, vs..)
Yirmiyedinci soruya yanıtınız " Hayır " ise 28 - 30 numaralı soruları boş bırakınız.
28. Haftada ortalama kaç gün alkollü içki ( bira dahil ) içersiniz?
Bir gün : _ _ _ _  iki gün : _ _ _ _  Uç gün : _ _ _ _  Dört ya da daha fazla : .
29. En sevdiğiniz alkollü içki hangisidir? (Lütfen tek isim belirtiniz) _ _ _ _ _ _ _ _ _ _ _ _ _ _
30. En çok içtiğiniz alkollü içki hangisidir? ( Lütfen tek isim belirtiniz
31. Para biriktirir misiniz? 
Evet : _ _ _ _  Hayır : Denerim ama biriktiremeden harcarım
32. En sevdiğiniz yemek ve alkolsüz içki hangisidir? ( Lütfen tek isim belirtiniz )
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33. Elinize bir ayda harcadığınız paranın on katı kadar bir para geçse o parayı ne yaparsınız?
Satın almayı düşündüklerimi almaya başlarım ; _ _ _ _
Vadeli banka hesabına yatırırım : _ _ _ _
İstediğim zaman istediğim kadarını harcayabilmek için vadesiz banka hesabına yatırırım : _ _ _ _
Döviz, altın veya hisse senedi alırım : _ _ _ _
Ailemle konuşur ne yapacağıma öyle karar veririm : _ _ _ _
Tatile çıkarım ; _ _ _ _
Diğer : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ (Lütfen belirtiniz)
34. Aşağıdaki aktivitelere hangi sıklıkla katılırsınız?
Ayda
7 - 8 kez
Ayda
5 - 6 kez
Ayda
3 - 4 kez
Ayda
1 - 2 kez
Genellikle
hL£
Tiyatroya gitmek
Barlara gitmek ( karpiç, vb.. )
Diskolara gitmek
C.S.O. konserlerine gitmek
Porno film izlemek
Opera ve balelere gitmek
Sanat galerilerine veya müzelere 
gitmek
Meditasyon ve benzeri aktiviteler 
Briç oynamak
Poker ve benzeri kağıt oyunları 
oynamak
Satranç oynamak 
Tavla oynamak 
Arkadaşlarla toplanmak
35. Giysilerinizi alırken belli marka ya da mağazaları tercih eder misiniz? 
Evet : _ _ _ _  Hayır : _ _ _ _
36. Otuzbeşinci soruya yanıtınız " Evet ' ise, sürekli alışveriş yaptığınız en fazla üç tane marka \ mağaza ismi 
yazar mısınız? _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
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Çok sık 
kullanırım
* Çampuan _ _ _ _ _
* Jöle, saç spreyi, briyantin, vs..
* Deodorant
* îraş losyonu (Erkekler) _ _ _ _ _
i Parfüm\koku _ _ _ _ _
* Cilt bakımı ile ilgili kozmetikler
* Röfle, saç boyama __ ,_ _
* Makyaj malzemeleri ( Ruj, far, vs..)
* Taze meyve ve sebze _ _ _ _ _
* Konserve sebzeler
* Et ve et yemekleri _ _ _ _ _
* Balık _ _ _ _ _
* Diğer deniz ürünleri
( midye, kalamar, v s . .) _ _ _ _ _
* Şekerlemeler (Çikolata , vs..) _ _ _ _ _
* Çiklet _ _ _ _ _
* Cornflakes ve benzeri kahval­
tı malzemeleri
* Taze meyve suları _ _ _ _ _
* Şişelenmiş meyve suları
* Çay _ _ _ _ _
* Türk kahvesi _ _ _ _ _
» Hescafe
57. Aşağıdaki ürünleri hangi sıklıkla tüketirsiniz?
Sık
kullanırım Orta
Pek Hiç
kullanmam kullanmam
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3B. Ehliyetiniz var mı?
Evet : Havır :
59. Ruhsatı sizin üzerinize olmasa bile ailenizde istediğiniz zaman kullanabileceğiniz bir arana var mı ? 
Evet : _ _ _ _  Hayır : _ _ _ _
40. Size ait bir arabanız var mı? 
Evet : _ _ _ _  Hayır :
41. Seçme çansınız olsa hangi arabayı alırdınız ? (Lütfen belirtiniz)
42. Erkek iseniz :
Günlük yaşantınızda daha çok hangi tip giyecekleri tercih edersiniz?
Kot \ kadife pantolon ; 
Kumaş pantolon :
Takım elbise \ ceket : 
Oiöer : (Lütfen belirtiniz)
43. Kadın iseniz :
Günlük vasantınızdadaha çok hangi tip giyecekleri tercih edersiniz?
Kot \ kadife pantolon :
Kumaş pantolon : _ _ _ _
Etek : _ _ _ _
Elbise : _ _ _ _
Diğer : (Lütfen belirtiniz)
44. Alışverişe genellikle kiminle çıkarsınız?
Yalnız ; _ _ _ _
Anne veya babamla :
Arkadaşlarımla : _
Sevgilimle : _ _ _ _
Diğer : _ _ _ _ _ _ _ _ (Lütfen belirtiniz)
Anket bitmiştir. Yardımlarınız için tekrar teşekkürler.
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EXHIBITS Profiles
40
)K Her / his social status is an important part of her / his 
life ( Table 7 )-
^ Financial security is very important for her / him and s/he 
wants to get ahead financially ( Table 7 ).
^ Saving time is very important for her / him ( Table 7 ).
)K S/he likes her / himself pretty much the way s/he is and 
feel thal s/he has more good qualities and more self- 
confidence than most people ( Table 7 ) .
)K S/he is not sure whether s/he is a ’’spender" or a "saver"
( Table 7 ; .
)j( S/he is not very sure about whether s/he would rather spend 
a quiet evening at home than go out to a party or not 
( Table 7 ) .
S/he does not like to try new and different things-, does 
not want to live every moment to its fullest ( Table 7 ) - 
>|( S/he does not think that most people are trustworthy and 
honest ( Table 7 ) .
t S/he either save money or try but cannot ( Table 8.6 ) .
)K S/he goes to movies at least two times a month
( Table 9.2 ) .
t S/he watches TV but not more than two - three hours ( Table
9.4 ) . S/he does not like the TV programs ( Table 9.6 ) ;
s/he watches news and movies ( Table 9-5 ).
EXHIBIT 1
PROFILE OF A UNIVERSITY STUDENT
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)K s/he reads daily newspapers at least 4 or 5 days a week 
( Table 10-2 ) -
)K S/he reads Tempo, Nokta and 2000' e Dogru as weekly 
magazines ( Table 10.1 ).
>K S/he reads 1 or 2 books a month ( Table 11.1 ).
^ S/he goes on a holiday 3 or 4 times a year and has gone 
abroad once.
S/he wears jeans for daily life.
)K When s/he is sold a defective or defaulty product, s/he 
either returns it back or change it with another one.
)K S/he does not have pets at home but cats or dogs when s/he 
does .
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Ж S/he likes the way s/he was brought up ( Table 7 ).
Ж Overall, s/he would say s/he is very happy ( Table 7 )-
Ж Her / his family is the single most important thing to her 
/ him ( Table 7 )-
Ж S/he is not sure whether s/he approves the sexual relations 
between unmarried people or not ( Table 7 ).
Ж S/he IS doubtful about the mothers working outside the home 
even they have small children and not sure whether a woman's 
life can be fulfilled if she does not provide a happy home 
for her family or not ( Table 7 ) .
Ж Family has a monthly income of > TL 3,000,000
( Table 8.1 ) .
Ж S/he would say her / his family's financial situation 
during the last three years has either stayed the same or 
been getting better ( Table 8.3 ) , so s/he is generally 
satisfied with it ( Table 8.4 ),
Ж Family belongs to either middle or upper socio - economic 
class ( Table 8.2 ).
Ж An important percentage uses credit cards ( Table 8.5 ) -
Ж S/he buys foreign currency, gold, or stocks when s/he has 
10 times of the money that s/he spends in a month if s/he 
does not start spending ( Table 8-7 )
Ж S/he watches video films up to 15 films a month 
( T a b 1 e 9.1 ) .
Ж S/he watches TV serials, music and variety shows, and
EXHIBIT 2
PROFILE OF A BILKENT STUDENT
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^ S/he reads Hürriyet ( Table 10.3 ) -
)K S/he reads Kadınca, Elele, Vizon, Rapsodi, Para, Ekonomik 
Bülten, and Economist ( Table 10.1 ) .
)K S/he reads all kinds of book , especially adventure novels 
( Table 11.2).
)K S/he stays at their own summer house , at hotels or at 
holiday villages when s/he goes on a holiday with her / his 
parents ( Table 12.1 ).
)K S/he stays at summer houses, pensions or at hotels when 
s/he goes on a holiday with her / his friends. S/he sometimes 
stays at holiday villages ( Table 12.2 ) -
S/he drinks wine most of the time, is the biggest consumer 
of gin and vodka among the three universities ( Table 13.3 ).
S/he likes wine and liqueurs, doesn't like beer 
( Table 13.2 ) - S/he likes meat and chicken as meals and
Coke or Fanta as nonalcoholic beverages ( Tables 13.4, 13.5 ).
)K For clothing, s/he prefers to shop at definite places or 
buys definite brands ( Table 14.1 ) . These are either high
price / sports like Benetton, Levi's or high price / 
sports + dressy like Vakko, Beymen ( Table 14.2 ) .
S/he goes shopping alone ( Table 14.3 ).
)K The sports that s/he does most often are table tennis, 
swimming, and body building; also likes to do popular sports 
like football and basketball ( Table 15.1 ).
^ S/he is mostly engaged with social, recreational game 
playing like card games, chess and goes to bars and discos
sports programs on TV ( Table 9.5 ) .
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>K S/he generally cionsumes snacks / soft drinks and uncommon 
meals like cornflakes other than common meals^ tea, and 
coffee ( Table 16 ) .
)K S/he has driving licence and has a car either of her / his 
own or her / his family's ( Tables 17.1 - 17.2 ). S/he 
prefers BliW and Mercedes7 is the biggest lover of Porche and 
Jaguar among the three universities ( Table 17-3 )
S/he doesn't smoke but prefers foreign cigarettes when s/he 
does ( Table 18 ).
)K S/he generally listens to slow or classic music and is the 
biggest listener of Turkish folk music among the three 
universities ( Table 19 ).
( Table 15.2 ).
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>K S/he is not sure about his happiness ( Table 7 ) .
S/he cannot say s/he likes the way s/he was brought up 
( Table 7 ) .
Ж S/he is not sure about the importance of her / his family 
to her / him ( Table 7 ).
Ж S/he is not sure whether s/he approves the sexual relations 
between unmarried people or not ( Table 7 ).
Ж S/he is doubtful about the mothers working outside the 
home even they have small children, and not sure
whether a woman's life can be fulfilled if she doesn't 
provide a happy home for her family or not ( Table 7 ).
Ж Family has an income of TL 200,000 up to TL 3,000,000 
( Table B.i ) .
Ж S/he would say her / his familys' financial situation 
during the last three years has either stayed the same or 
been getting worse ( Table 8.3 ) , so s/he is generally 
not satisfied with it ( Table 8.4 ) .
Ж Family belongs to either one of the three classes of 
socio -economic status ( Table 8-2 ).
Ж S/he doesn't use credit cards ( Table 8.5 ) .
Ж S/he does not watch video films and those who do, don't 
watch more than 5 films a month ( Table 9.1 ).
Ж S/he watches documentary films, sports programs on TV 
( Table 9.5 ).
Ж S/he reads Milliyet ( Table 10-3 ) .
EXHIBIT 3
PROFILE OF A M-E.T.U. STUDENT
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^ s / h e  reads comics ( Table 10.1 ).
)K S/he reads psychologic, philosophic books and essays 
( Table 11.2 ) .
)|< S/he stays either at their own summer house or her / his 
relatives' and sometimes at parents' institutions' vacation 
sites when s/he goes on a holiday with her /his parents- S/he 
camps out ( Table 12.1 ) -
>K S/he stays at hotels or at pensions when s/he goes on a 
holiday with her / his friends ( Table 12.2 ) .
>K S/he likes and drinks wine most of the time and is the 
biggest consumer of raki among the three universities 
( Tables 13.2 - 13.3 ) . S/he likes vegetables as meals and
Coke or Fanta as nonalcoholic beverages ( Tables 13.4-13.5 ). 
)K For clothing, s/he sometimes prefers to shop at definite 
places or buys definite brands but these differ a lot 
( Tables 14.1 ~ 14.2 ) .
)K S/he goes shopping either alone or with her / his friends 
( Table 14.3 ) .
)K S/he most often plays table tennis, swims or do body 
building; does not ski, water ski or play tennis
( Table 15.1 ) -
S/he generally is not engaged with different activities but 
plays social - recreational games like card games, chess when 
s/he is ( Table 15.1 ) .
>K S/he generally consumes common meals, tea or coffee
( Table 16 ).
^ Half of the students has driving licence and has a car
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either of her / his own or her / his family's ( Tables 17.1 - 
17.2 ; - Though an important percentage prefers BMW or 
Mercedes, s/he is the biggest lover of Turkish cars among the 
three universities ( Table 17.3 ) .
>K S/he does not smoke but prefers Turkish cigarettes when 
s/he does ( Table 18 ) .
>K Though s/he generally listens to slow or classic music, 
s/he is the biggest listener of Turkish contemporary music 
among the three universities ( Table 19 ).
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Ж S/he thinks that air pollution is a major problem 
( Table 7 ) -
Ж It is more important for her / him to understand her / his 
inner self than to be famous, powerful or wealthy ( Table 7 )
Ж Soc ia1 approvemen t of her / his job is more importan t than 
the money s/he earns ( Table 7 ).
Ж S/he approves the sexual relations between unmarried people 
( Table 7 ).
Ж S/he believes that a woman can work outside the home even 
she has small children and still be a good mother ( Table 7 ).
Ж Family has a monthly income of TL 500,000 - TL 1,000,000 or 
TL 3,000,000 - TL 4,999,999 ( Table 8.1 ) .
Ж Family generally belongs to middle socio - economical class 
( Table 8-2 ) .
Ж S/he would say her / his family's financial situation 
during the last three years has been getting better ( Table 
8-3 ) , so s/he is generally satisfied with it ( Table 8.4 ).
Ж S/he does not use credit cards ( Table 8-5 ) -
Ж Though s/he generally does not watch video films, those who 
do watch up to 15 films a month ( Table 9-1 ).
Ж S/he watches documentary films and music / variety shows on 
TV ( Table 9-5 ) -
Ж An important percentage does not read daily newspapers 
( Table 10.2 ) - S/he reads Hürriyet ( Table 10-3 ) .
Ж S/he reads Beyaz Perde, Gösteri, Milliyet Sanat , and Bilim
EXHIBIT 4
PROFILE OF AN ANKARA CONSERVATORY STUDENT
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)K S/he reads all kinds of books, especially adventure novels 
and essays ( Table 11.2 ) -
)K S/he stays either at their own summer house or her / his 
relatives' and sometimes at parents' institutions' vacation 
sites when s/he goes on a holiday with her /his parents. S/he 
camps out ( Table 12.1 ) .
^ S/he stays at summer houses when s/he goes on a holiday 
with her / his friends ; s/he camps out ( Table 12.2 ) . An
important p)ercentage does not go on a holiday with her / his 
friends ( Table 12.2 ) .
)K S/he likes and drinks beer, is the biggest consumer of 
teguila, whisky, cognac, and liqueur among the three
universities ( Tables 13.2 ~ 13.3 ) . S/he likes meat and
chicken as meals and fruit juice, Coke or Fanta as 
nonalcoholic beverages ( Tables 13.4 -- 13.5 ) .
>K For clothing, s/he prefers neither definite places nor 
definite brands ( Table 14.1 ) .
)k S/he goes shopping with her / his friends or with her / his 
parents or alone ( Table 14.3 ) .
)K Though table tennis, swimming, and body building are the 
sports that s/he often does, s/he differs from other
universities because of sports like bicycling and volleyball 
( Table 15.1 ) -
)K She is mostly engaged with activities related with art like 
attending operas, theatres, C.S.O. concerts and with social - 
recreational game playing like card games, chess
Teknik ( Table 10.1 ) .
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>K S/he generally consumes snacks, soft drinks and common 
meals; is the biggest user of grooming products among the 
three universities ( Table 16 ) .
)K S/he does not have driving licence though the majority has 
available cars to drive ( Tables 17.1 - 17.2 ) . S/he prefers
either BMW / Mercedes or other foreign cars ( Table 17.3 ) .
^ S/he smokes and prefers foreign cigarettes ( Table 18 ) .
)K An important percentage goes on a diet or at least tries.
)|( S/he is the listener of classic, sloi^ j music and jazz / pop 
jazz ( Table 19 ) .
( Table 15.1 ).
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>K They are 35 "/. of the sample and uniformly distributed among 
the three universities (Table 22)-
Her/his social status is an important part of her/his life 
(Table 20).
)K Financial security is very important for her/him and s/he 
uviants to get ahead financially (Table 20)- 
)K Saving time is important for her/him (Table 20).
)|< S/he thinks that air pollution is a major problem (Table 
20) -
)K It is more important for her/him to understand her/his 
inner self than to be famous, powerful, or wealthy (Table
20) .
 ^ Social improvement of her/his job is more important than 
the money s/he earns (Table 20).
>K S/he is not sure whether s/he would rather spend a quiet
evening at home than go out to a party or not (Table 20).
>1< S/he is not sure whether s/he is a "saver" or a "spender"
(Table 20).
)K S/he is doubtful about the idea of most people being 
trustworthy and honest (Table 20).
S/he is not sure whether s/he wants to live every moment to 
its fullest and to try new and different things or not (Table 
20) .
^ S/he does body building, plays table tennis and swims 
(Table 21.1). S/he is not generally engaged with different
EXHIBIT 5
PROFILE OF AN INDIVIDUALISTIC
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t Family has an income which is evenly distributed between TL 
200,000 and TL 9,999,999 (Table 24.1).
)K S/he would say her/his family's financial situation during 
the last three years has either stayed the same or has got 
worse - a minority's ha^ got better - (Table 24.2), but s/he 
is generally satisfied with it (Table 24.3).
^ Family belongs to either middle or upper socio-economic 
class (Table 23).
^ S/he doesn't use credit cards (Table 24.4).
)K S/he doesn't watch video films and those who do, don't 
watch more than 5 films a month (Table 25.1). S/he goes to 
movies 2 - 3 times a month (Table 25.2).
S/he doesn't drink alcoholic beverages other than on the 
special days and those who do, don't drink more than 1 day a 
week (Table 29.1). S/he drinks wine or beer (Table 29.3). 
S/he likes vegetables as meals (Table 29.4).
)K S/he doesn't prefer definite brands or definite shopping 
places for clothing (Table 30.1).
>K Majority does not have driving licences though they have a 
car either of their own, or of family's (Tables 32.1 - 2).
^ S/he doesn't smoke (Table 33.1).
activities (Table 21.2).
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They are 32 "/. of the sample and are either from M.E.T.U. or 
Bilkent University (Table 22).
)K Her/his social status is an important part of her/his life 
(Table 20)-
Financial security is ^ery important for her/him and wants 
to get ahead financially (Table 20).
Saving time is important for her/him (Table 20).
)|( S/he would say s/he likes the way s/he was brought up and 
s/he is /ery happy (Table 20).
t Her/his family is the single most important thing to 
her/him (Table 20).
)K S/he thinks that air pollution is a major problem (Table 
2 0 ) -
It is more important for her/him to understand her/his 
inner self than be famous, powerful, or wealthy (Table 20).
)K Social improvement of her/his job is more important than 
the money s/he earns (Table 20).
^ S/he feels that s/he has more good qualities and more self- 
confidence than most people and s/he likes her/himself pretty 
much the way s/he is (Table 20).
)K S/he is not sure whether s/he would rather spend a quiet
evening at home than go out to a party or not (Table 20).
t S/he is not sure whether s/he is a "saver” or a "spender"
(Table 20).
)K S/he does body building, plays table tennis and swims- S/he
EXHIBIT 6
PROFILE OF A TRANSITOR FROM INDIVIDUALISM TO SOCIABILITY
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also does popular sports like football, basketball (Table 
21.1). S/he is not generally engaged with different 
activities but sometimes plays social recreational games like 
chess, backgammon (Table 21.2).
^ Family has an income of TL 500,000 up to TL 9,999,999 
(Table 24.1).
)K S/he would say her/his famii/'s financial situation during 
the last three years has either stayed the same or has got 
worse (Table 24.2), but s/he is generally satisfied with it 
(Table 24.3).
>K Family belongs to either middle or upper soc io-economic 
class (Table 23).
S/he doesri ' t use credit cards (Table 24.4).
)K S/he either doesn't watch video films or watch at most 5 
films a month (Table 25-1). S/he goes to movies 2 - 3  times a 
month (Table 25.2).
^ S/he either doesn't drink alcoholic beverages other than on 
the special days, or drinks 1 day a week (Table 29.1). S/he 
likes liquors (Baileys, Malibu, Safari, etc) most and drinks 
wine and beer. S/he is the biggest consumer of raki among the 
clusters (Tables 29.2 ~ 3). S/he likes vegetables as meals 
(Table 29.4).
)K S/he shops at definite places or buys definite brands for- 
clothing (Table 30.1) and prefers sports + dressy/high price 
items (e.g. Vakko, Beymen) and are the biggest buyers of 
sports + dressy/low price items (e.g. Y.K.M.) among the 
clusters (Table 30.2).
)|( S/he has both a driving licence and a car either of her/his
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own or of family's (Table 32.1 - 2) 
^ S/he doesn't smoke (Table 33.1).
5 6
^ They are 18 У. of the sample and are distributed uniformly 
among the universities (Table 22).
^ Her/his social status is an important part of her/his life 
(Table 20).
t Financial security is very important for her/him and wants 
to get ahead financially (Table 20).
t Saving time is important for her/him (Table 20).
^ For all other issues, mainly for attitudes towards family, 
towards life, liking of her/himself, progressivism in family 
life and thrifty home-1oving, her/his attitudes are not clear 
to her/himself (Table 20).
^ S/he does body building, plays table tennis and swims 
(Table 21.1). S/he is not generally engaged with different 
activities (Table 21-2).
Family has an income of either below TL 1,999,999 or above 
TL 3,000,000 (Table 24.1).
)K S/he would say her/his family's financial situation during 
the last three years has either stayed the same or has got 
worse (Table 24-2), so s/he is not generally satisfied with 
it (Table 24.3).
* Family's soc io*“economic class is evenly distributed among 
lower, middle and upper (Table 23).
* S/he doesn't use credit cards (Table 24.4).
* S/he doesn't watch video films (Table 25.1).
M S/he reads Hürriyet.
EXHIBIT 7
PROFILE OF A FLOATER
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>K s/he drinks alcoholic beverages 1 or 2 days a week (Table 
29-1).
>K S/he is the biggest lover of both manti and fish as meals 
and mi 1k/soda/water/ayran as nonalcoholic beverages among the 
clusters (Tables 29.4 5).
S/he doesn't prefer definite brands or definite shopping 
places for clothing (Table 30.1).
* S/he doesn't consume grooming products, snacks/soft drinks, 
and uncommon meals like cornflakes (Table 31).
>K Half has driving licences and available cars to drive 
(Tab1es 32-1 ~ 2).
* An important percentage smokes (Table 33.1).
)|< S/he is the biggest listener of both Turkish contemporary 
music and Turkish folk music among the clusters (Table 34).
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Ж They are 8.5 У. of the sample and are from Bilkent 
University (Table 22).
^ Her/his social status is an important part of her/his life 
(Table 20).
Financial security is very important for her/him and wants 
to get ahead financially (Table 20).
^ Saving time is important for her/him (Table 20).
^ S/he would say s/he likes the way s/he was brought up and 
is very happy (Table 20).
Ж Her/his family is the single most important thing to 
her/him (Table 20).
S/he feels that s/he has more good qualities and more self- 
confidence than most people and s/he likes her/himself pretty 
much the way s/he is (Table 20).
* S/he does body building, plays table tennis and swims. S/he 
also does popular sports like football, basketball and 
prestigious sports like ski, water ski and tennis (Table 
21.1). S/he frequently goes to bars and discos and sometimes 
plays recreational games like card games, chess (Table 21.2). 
^ Family has an income of TL 2,000,000 and over (Table 24.1). 
Ж S/he would say her/his family's financial situation during 
the last three years has either stayed the same or has got 
worse - definitely hasn't got better - (Table 24.2), but s/he 
is generally satisfied with it (Table 24-3).
Ж Family belongs to either middle or upper socio-economic
EXHIBIT 8
PROFILE OF AN OSTENTATION
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class (Table 23).
^ An important percentage uses credit cards (Table 24.4).
 ^ S/he watch video films at least 5 a month and goes to 
movies at least three times a month (Tables 25.1 - 2).
S/he is the biggest reader of both adventure and detective 
books among the clusters (Table 27.2).
t S/he is the biggest stayer of both pensions and holiday 
villages when s/he goes on holiday with her/his friends 
(Table 28.2)-
t S/he drinks alcoholic beverages a lot; an important 
percentage drinks 4 days and over a week (Table 29.1). S/he 
is the biggest consumer of both gin/vodka and
whisky/tequila/cognac among the clusters (Table 29.3). S/he 
likes meat/chicken as meals and is the biggest consumer of 
Coke/Fanta among the clusters (Tables 29.4 - 5).
)K S/he buys specific brands and prefers to shop at definite 
places for clothing (Table 30.1). S/he buys either 
sports/high price items (e.g. Benetton, Levi's) or sports 
dressy/high price items (e.g. Vakko, Beymen) (Table 30.2).
^ S/he has both a driving licence and a car either of her/his 
own or of family's (Tables 32.1 - 2).
>K S/he smokes and prefers foreign cigarrettes (Tables 33-1 -
2 ) .
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 ^ They are 6.5 7. of the sample and are from Ankara
Conservatory (Table 22).
^ Her/his social status is an important part of her/his life 
(Table 20).
>K Financial security is very important for her/him and wants 
to get ahead financially (Table 20).
Saving time is important for her/him (Table 20).
^ S/he would say s/ht? likes the way s/he was brought up and 
is very happy (Table 20).
^ Her/his family is the single most important thing to 
her/him (Table 20).
Air pollution is a major problem for her/him (Table 20).
It is more important to understand to her/his inner self 
than to be famous, powerful, or wealthy (Table 20).
)K Social improvement of her/his job is more important than 
the money s/he earns (Table 20).
^ S/he feels that s/he has more good gualities and more 
confidence than most people and likes her/himself pretty much 
the way s/he is (Table 20).
^ S/he is not sure whether s/he would rather spend a guiet
evening at home than go out to a party (Table 20).
^ S/he is not sure whether s/he is a "spender" or a "saver"
(Table 20).
S/he approves the sexual relations between unmarried people 
(Table 20).
EXHIBIT 9
PROFILE OF AN EXCEPTIONALIST
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 ^ s/he believes a woman can work outside the home even if 
s/he has small children and still be a good mother (Table 
20) .
)K S/he does not believe that a woman's life is fulfilled only 
if she can provide a happy home for her family (Table 20).
S/he does less common sports like bicycling (Table 21.1). 
They are frequently engaged with activities related with art 
like attending theatres, operas, C.S.O. concerts and 
sometimes plays recreational games like card games, chess 
(Table 21.2).
Family has an income between TL 500,000 and TL 4,999,999.
)k S/he would say her/his family's financial situation during 
the last three years has stayed the same - minority's has got 
better - (Table 24.2) and s/he is generally satisfied with it 
(Table 24.3).
* Family belongs to middle socio-economic class (Table 23).
)K S/he doesn't use credit cards (Table 24.4).
^ Majority doesn't watch video films (Table 25.1), S/he goes 
to movies 2 - 3  times a month (Table 25.2).
^ An important percentage does not go on holiday with friends 
(Table 28.2).
)K S/he doesn't drink alcoholic beverages other than on 
special days and those who do, don't drink more than 1 day a 
week (Table 29.1). S/he is the biggest consumer of beer among 
the clusters (Table 29.4). S/he likes pommes frites as meals 
and fruit juice as nonalcoholic beverages (Tables 29.4 - 5).
* S/he doesn't buy specific brands or doesn't prefers 
definite places for clothing (Table 30-1). )K S/he is the
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biggest user of grooming products, snacks/soft drinks and 
uncommon meals like cornflakes (Table 31).
>K S/he has no driving licence even if s/he has an available 
car either of her/his own or of her/his family's (Tables 32.1 
”  2 ) .
>K S/he doesn't smoke but those who do, definitely prefer 
foreign cigarrettes (Table 33.1 - 2).
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AGE DISTRIBUTION OF TURKEY
TABLE 1
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TABLE 2
FACTOR STRUCTURE OF THE ATTITUDES QUESTIONS ( PART II )
MATERIALISTIC THOUGHTS
* My social status is an important part of my life.
* Financial security is very important to me.
* I want to get ahead financially.
* Saving time is important to me.
0.68 
0.67 
0. 54 
0.51
ATTITUDES TOWARDS FAMILY
* I^d sa'^  I like the way I was brought up.
* Overall I ’d say I ’m very happy.
* My family is the single most important thing to me.
0.56
0. 56
ATTITUDES TOWARDS SOCIAL FACTS / INNER SELF
* Air pollution is a major problem.
* It’s more important to understand my inner self than to 
be famous, powerful, or wealthy.
* Social approve.ment of my job is more important than the 
money I earn.
0.69
0.65
0.57
LIKING OF ONESELF
* I feel that I have more good qualities than most peopli
* I like myself pretty much the way I am .
* I think I have more self-confidence than most people.
0.70
0.64
0.53
To be continued.
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■LQfiPINQ
THRIFTY HOME -  LOVING
* I would rather spend a quiet evening at home than go out 
to a party.
* I am a ’‘s*^ender’’ rather than a "saver". -0. 63
PROGRESSIVISM IN FAMILY LIFE
* I approve the sexual relations between unmarried people. 0.S3
* I belie'/e a woman can work outside the home even i f she
has small children and still be a good mother. 0.44
* й woman’s life is fulfilled only if she can provide 
h^nriv home for her family.
ATTITUDES TOWARDS LIFE
* I \^ ant zo i-'0 ever·^ ' moment to its fullest.
♦ T like to try new and different things.
* Generally speaking> most people are trustworthy and honest. 0.47
FACTOR 8
* TV is my main form of entertainment.
* Women should ta.ke care of running t.heir hom.es a.nd leave 
running the country up to men.
0.75
0.47
FACTOR 9
* I often feel left out of things going on around me.
* It is very important for a man to have a car.
* Everything is changing too fast today.
0.63 
0.58 
-0.48
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TABLE 3
FACTOR STRUCTURE OF EXTERNAL EFFECTS ON THE SELECTION OF MOVIES (Q.III.6)
EFFECTS OF MASS MEDIA / OTHER PEOPLE
LOADING
* Advertis0m0P.'ts in newspapers and niasazines 0.74
* hW f riends '/re 1 at i ves' tboughts/coftiiiients about the filn
* Advertisements/news/critics on TV
0.67 
0. 64
* Critics in newspapers and magazines n
EFFECTS OF DIRECTORS / ACTORS / ACTRESSES
* The director ot the film
* Actors^actresses of the film 0.01
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TABLE 4
FACTOR STRUCTURE OF SPORTS DONE (Q.III.26)
PRESTIGIOUS SPORTS
LQ.mm
Ski
Tenni î
Water - ski
0. 75
0.65
POPULAR SPORTS
Footba"! 1
Rackci-l-ha T T
Aérobic and sirnilar sports
LESS COMMON SPORTS
B i cyc1i H9 
Vole^'bal 1
0.75 
0.68
LESS USUAL SPORTS
Table tennis / Swimming
Body building 0. 45
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TABLE 5
FACTOR STRUCTURE OF ACTIVITIES DONE (Q.III.34)
ACTIVITIES RELATED WITH ART
 ^ At1i0ndin9 op0r?.s and ball0ts
* Attrandino ■th0a'tr0s
* Attandins C.S.O. concarts
* Visitin^^ art gallarías or musaums
LOADING
SOCIAL / RECREATIONAL GAME PLAYING
* Playing Dackgarnmon 
 ^ Playing chass
* Playing pokar and sifnilar card gamas
* Playing bridga
* Qatharing with friends
* Gathering with friends 0. 55
BARS / DISCOS
* Going to bars / pubs 
Attending discos
0.84
0.75
OTHER ACTIVITIES
* Attending meditation and similar groups
* Watching pornographic films
0.75 
0. 56
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TABLE 6
FACTOR STRUCTURE OF PRODUCT USAGE
GROOMING PRODUCTS
L.QAPIMQ
* Mak0“U'^  nec0SS3.ri0s ( lipstick; 0tc. ) 0. S3
* Skin“C3.r0 f^ roducts 0.70
* H s ir  s p r 0 y > 9 0 l; 0tc
* P0rFüîn0 0.64
* D0o do rant
* Aft0rshsv0 lot ion 0.62
* Sh0rp.*^oo
SNACKS / SOFT DRINKS
* ÇanHioc,. chOCOlStC
+ S'^ü00Z0d " fru it  ^uici:
* Bottl0d "fruit L^!ÎC0
* r.hc»wî na aiim
MEALS
* Fish
* Msat 0.72
* V 0 g sta b l0 S  and f r u i t s 0 . 50
To be continued...
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COFFEE / TEA
* N0SCciF© 0.72
* T0a 0.72
* Turkish c o f f Q Q 0.68
UNORDINARY MEALS
* Gorr!flak0s and similar brsakfast csrsals 0. 72
* Ssa foods othor "than fish ( muss©!, ©tc. ^ 0.69
FACTOR 6
* Canned food 0.83
* H a ir  colorin^'^ 0.56
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TABLE 7
COMPARISON OF THE ATTITUDES ACROSS UNIVERSITIES (PART II)
BILKEfjT M . E . T . U . A. CONSERVATORY
1. Mst0r i 2,1 i st i c "thoushts 1.86 1.88
2. A'tti'tud0s towsrds ■family 2.14
3. A'tti'tudas towards socia.1 
facts / inpor S0lf 2 . 1 1
AB
4. Likipc’ oT opssalf
TPri-F'^'V - lOVip'^
6. Pro^P0SSiVism in fami*!’^ 2.54
1 i f e
7. Attitudos towards lifs 2.69
* Nu.mbsrs 9iv0n ars ths moans ■for oach factor whsrs 1 = A9r©0
strongly 2 = Disagree Strongly ( e.g. " 1.36 ” is the means of factor 
" Materialistic thoughts “ for Bilkent University ).
A or B : Same letters for any two on the same row indicates comparisons 
significant at the 0.05 level for t - tests.
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e.1■ MONTHLY INCOME ( I n  thousands )
TABLE 8
COMPARISON OF FINANCIAL CHARACTERISTICS ACROSS UNIVERSITIES
BILKENT M.E.T.U. : A. 
_ 1___
C O N S E R V A T O R Y : X ; P !
TL 200 499 1 - * 7.8 11 2.6
1 1 
: 42.95 : 0.0 0  ]
500 999 I 3.2 21.4
t
11
_ 1___
16.0
• 1
i1
1
1,000 ■- 1,999 ; 22.3 22.3
t
11
1
22.7
1
11
1
2>000 -- 2,999 I 16.0 15.5
1
1t
1
17.3
1
11
1
3 > 000 -- 4,999 1 25.5 18.4
1
1 30.7
1
11
1
5,000 -- 9,999 I 23.4 12.6 11 9.3
1
11
1
10,000 -' over I 9.6 1.9
1
11
_ i __1
1.3 1
1
3^2. SOCIO ECONO^-IC· STATUS
I BILKENT ; M . E. T . U . 11
1
A. CONSERVATORY 11 X : P :
LOWER
1 1 
I 4.3*,' 28.0
1
11
1
9.3
1
11 25.24 J 0.00 I
MIDDLE
1 ■ 
: 52.7 41.0
1
11
1
57.3
1
11
1 1
UPPER
1 I
! 43.0 1 31.0
1
11
1
33.3
1
11
1
8 . 3 .  CHANGE IN F IN A N CIA L  S ITU A TIO N  OF THE FAM ILY ±  q . t t t . i . ^
: BILKEMT 
_ 1
: M.E.T.U.; A. CONSERVATORY : X : P !
Got worse
1
J 5.0*
. 1__ ______
1 t
1 14.4 ; 6.3
1 t
; 34.62 : 0.00 ;
Stayed the same ; 51.0
1 1 
: 55.8 ; 22.8 11
1
Got better
1
; 44.0 
1
1 ·
; 29.8
, 1_________ 1 _ _• 1
70.9
1
1»
11
To be continued...
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e^^nilSPACTION WITH THE PRESENT FINANCIAL SITUATION ( Q.III.2.)
RTi  K^NT M.E.T.U. A. CONSERVATORY
B AB A
MEAN 3.09 ** 2.68 3.10
p.. 5 . CREDIT CARP USAGE 1 Q. Ill. 25 1
I BILKE[JT I M.E.T.U. : A. CONSERVATORY : X 1 
1 __________ 1 .
p : 
1
Yes ; 36 *
1 1 
: 15.84 !
I _ _______ 1__
17.11
1 1 
1 13-73 I
1
0.001 J 
1
No ! 64
1 1
• P. d 1 R ' 1 ·  . . . - ,
r 1
R9 PQ
1 1
11
1
1
P F, qn\/TMn Mor.'pv ' o  “ t t
1
; EILKENT ! .M.E.T.U. ; A . 
1
CONSERVATORY ; 1 n
Yes
1 1 
; 16-43 * * *  I
1
12.50 ;
1
11.07
1 t
I 3.98 ! 0.408
No ; 8.21 : 
. 1 1
1
12.14 : 
1
7.50
t 1
11
1
Try, but can’t : 10.71 :
. I 1
1
11.79 ;
1
9.64
1
11
1
To be continued...
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6.7. USAGE QE MONEY I Q.III.33 1
11
1
BILKENT ; M.E.T.u.; A.CONSERV.ATO.RY ; X P
1
1 ;
1
11
1
1
1
start spending \
1 .
42.71 I 49 1 fi ' ·"···· 1
__ __ 1 _
40. 51 I 0.092 0.955
1
Put in time deposit !
I .
9.33 ;
1
2.94 ; 
1
10.13
1
: 4.450 0.108
1
.P'jt in current account I
•.
17.71 ;
1
12.75 : 
1
13.92 : 1.034 0. 596
1
Buy fo.^ eio.n currency/gold/ I 1
1
11
stocks I
1 _
31.25 ; 94 · — · · · · 1
1
12.66 : 8.439 0.015
Tal.k to fa-mil·^  members j
1 _
8.33 I
1
9.80 ; 13.92
1
1 1.521 n 4R7
1
Go on a vacation I
1 _ 1
12.50 J
1
12.75 ;
1
13.92
1
; 0.087 0.958
* :Numbers given are the column percentages
*♦ .‘Numbers given are the means where 1 = Never satisfies , 2 = Generally does not 
satisfy, 3 = Generally satisfies, 4 = Always satisfies.
**♦ :Numbers given are the percentages for all the sample.
♦***:Numbers given are the column percentages of those who chose to say "yes'* to each 
choice. and p values for each ?.re given separately.
A or B : Same letters for any two on the same row indicates comparisons significant 
at the 0.05 level for t - tests.
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TABLE 9
COMPARISON OF MOVIE AND TV VIEWING ACROSS UNIVERSITIES
9.1. FREQUENCY OF WATCHING VIDEO FIL.MS ( Q.III.4. )
1
1 BILK.ENT ; M . E. T . U .\ A.CONSERVATORY 
1
I X I P
f
Wstch no vidoos I 39.4 ♦ ! 60.6
1
J 51.3 
1
1 1 
! 14.61 ; 0.006
1
0 - 5  !
1
39.4 1 32.7 : 28.2 
1
1 1 
1
1
1
6 “ OV0P 21.2 ! 6.7
1
\ 20.5 
1
1
1
1
1
1
9.2. FRP-ii^MCY Q Q T M g  TO MOVIES { Q. Ill. 5 ^
! SIL!(ENT I ?·!. E . T  . U .,; A.CONSERVATORY i y  -
_ 1 1
‘ n  '
0 - 1  ; 16 * ; ·-) r, . · ; 21.5
1 ( 
! 9.443 I 0.051 ;
f 1
2 - 3  < 47 * 54.8
r
I 57.0
: 1
1I
11 ( 
4 - over : 37 : 20.2
1
1 21.5
1
1
t
9 ,3 . FXTERMAL EFFECTS njj ly F  SELECTION Q f THP MOVIES ±  Q. H I . 6. )
11
1 ^
BILKENT M.E.T.U. A.CONSERVATORY
Effects
1
11
of mass .media/other people \
1
_ _____ 1 .
A
2.24** 2.43
A
2. 57
Effects
1
of directors/actors ;
1
________________ ___________1 _1
2.08 2.33 1.99
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10.1. MAGAZINES I Q.III.11 1
TABLE 10
COMPARISON OF READING NEWSPAPERS AND MAGAZINES ACROSS UNIVERSITIES
11
1
RTI ; M.E.T.и.
1 _ _
; A.CONSERVATORY
1
Nokta, Tempo, |
2000’e Doğru |
1
54.67*
t
11
: 47.83 51.61
1
Kadınca, Elele, :
Vizon, Rapsodi !
_ 1
14.57
1
1
; 7.59 6.45
Para, Ekonomik !
Bülten, Econom.İst !
1
10.67
1
1
I 5.06 1.61
t
Mizah Dersi 1eri |
1
13.33
1
; 24.OS 16.13
Beyaz Perde, Gösteri ,
Milliyet Sanat !
1
1.33
1
11
: 7.59 
_ 1
12.90
1
Bilim Teknik
1
5.33
1
; s . e  6 
1 _
11.29
10.2. READIfJ.G NEV^SPAPERS - i? OF DAYS / WEEK 1 Q·. lîl.12 )
1 BILKENT : M.E.T.ı
I _ г
ü.: A.CONSERVATORY 
1
11
1
: P 
1__1 1
0 - 1  ; 5.05* : 3.85 
1 ______ _ 1 _
1
11 10.13
f
! 14. 
1
t
.689 ! 0.023
1 ·
2 - 3  : 17.17 : 7.69
I ______1
1
11 13.92
1
11
1
1
1 1
4 - 5  1 23.23 1 13.46 
1 _____ 1
1
11 22.78
1
1
1
• *
6 - 7  : 54.55 1 75.00
_______ 1__________·________1 1
1
11
1
•
53.16
1
11
11
26.834 0.008
To be continued.
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TABLE 11
COMPARISON OF READING BOOKS ACROSS UNIVERSITIES
11.1. MONTHLY AVE£&g£ 1 Q.III.15 I
11,2. TYPES QF BOOKS READ 1 Q . I l l .16 1
; BILKEMT I M. E . T. U. 1 A.CONSERVATORY 11 X ; n
Adventure : 4 6 » *  ; 21.15
1
11
1
44.3 0
1
11
1
16.56 ; 0.000
Detect i ve ’ 1 'J; ■ 8.6 5
1
1
_ 1
11.39 11
1
Lcve / romance : t ; 0.9 6
1
11
_ 1
6.33 Jf
1 o 9 1 ^7 tin
1
1I
1
!
11
Psychologic  /
1
11
1
1t
philosophic : 26 ; 42.31 11
1
35.44 11
Numbers given are the means where 1 = Never, 2 = 1-2, 3 = 3-4, and 
4 = 5-over.
Numbers given are the column percentages of "readers“ of each type of 
book. and p values are given seperately.
Same letters for any two on the same row indicate comparisons significant 
at the 0.05 level for t - tests.
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12.1, PLACES STAVEP WITH PARENTS ± Q.III.22 1
TABLE 12
COMPARISON OF VACATION TRAVEL ACROSS UNIVERSITIES
1t
1
BILKENT : M.E.T.U.;
_ 1 _______ · .
.A. CONSEP.V.ATORY : x"
. 1
I P
Own summer house
1
1
f
^7 on* I 32.04 1 
. 1_ ____1 .
39.24
1
113.51 
.'
1 1 
: 0.001 :
Relatives' summer house
1
11 14.00 ; 27.18 ;
_ 1_________ 1 .
27.85 1 6.69 
. 1
1 1 
I 0.035 I
Hotels ( 1 - 3 *)
1
11 37.00 ; 26.21 : 
_ 1 1
31.65 : 2.73 
. 1
; 0.225 :
Holiday villages { 5 * ) 11 27.03
1 1
I 12.62 !
_ 1 1 .
16.46 : 4.63 
1
1 1 
: 0.099 ;
Pensions 12.00
1 1 
1 18.45 :
, I________ 1 .
90 9R
1
1 2.54 
. 1______
1 t 
; 0.282 ; 
1 1
Camping
1
11
1
2.00
1 1 
; 3.88 ;
_ l _ ______ 1,
12.66 ; 10.34
1 1
* n nOR ' 1 - · - - - 1
Parents' institutions' 1
1 1
1 1 1 1 1t
■ 1
1 1 • 1
'./2 a f T on c: -i t o c; 1 2.02 ' 1717 ' 8.97 ; 9.79 • 0 044 '
1______ 1
12.2. PLACES STAYED WITH PRIENDS ( Q.III.23 )
1
11 BILKENT ! M.E.T.U.; 
. 1__ ______1
A.CONSERVATORY : : P
No holiday with friends
1
1 14 *
1 1 
1 17.48 ; 
. 1_________ 1
“^4 R9
r
: 12.44
1
: 0.002
Summer houses
1
11 37 : 26.21 : 
, 1_________ 1
31.65 ; 2.73
1
1 0.255
Hotels ( 1 “ 3 * )
1
f1 29
1 r
; 25.24 ; 
. · ________1
14.10
1
; 5.69
1
1 0.058
Holiday villages ( 5 * )
1
11
. 1 .
18
1 · 
; 6.80 1 
. 1 1
2.56
1
: 13.50 : 0.001
Ponei one
t
11
1
38
1 t
I 39.31 ;
. 1_________1 .
14.10
1
; 16.01 
. 1______
t
: 0.000
Camping
1
11 14
* 1 
; 23.30 ; 23.03
1
; 3.42
1
; 0.181
Numbers given are the column percentages of those who stay at each type of 
holiday place. X^and p values are given for each separately.
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TABLE 13
COMPARISON OF EATING AND ALCOHOLIC BEVERAGES ACROSS UNIVERSITIES
13.1. WEEKLY AVERAGE OF ALCOHOLIC BEVERAGE CONSUMPTION ± Q.Ill.28)
51LKENT I i-1. E. T . U . 1
_________ 1
A.CONSERVATORY I1 хЛ ' n• I- 
. 1____
1 day J 35 * ;
1
30.77 ; 
_________ 1
23.38
1
1
1
- 1 -
19.71 1 0.073
_ 1
2 days I 11 !
t
14.42 1 
________  »
13.18
t
1
1
t
3 days I 10 :
1
3.B5 :
1
1 9 QQ
1
1
1
4 “ over ' 4 ;
1
0.96 ; 6.49
1
1
1
No average * 25 !
I
37.50 I 33.77
1
1
1
13^2. MOST liked ALCOHOLIC BEVERAGES ± 0.Ill.29
11 BILKENT M . E. T . U . 1
1
A.CONSERVATORY I у ^  ■ n ·' • I f  1
1
Gin / vodka I
_ _ 1.
14.43 *
I
12.88 : 
________ 1
1
8.22 :
1 1
19.71 : 0.073 I
1
Raki : 11.34
1
14.85 :
1
9.59 ;
1 1
1
Viine ;
___ _ 1.
91 R4
1
9Я 71 ' — — · · · 1
1
1
17.81 ;
Whisky / tecjuila / j 
ro^nac '
_ 1 _
14.43 1
1
1
1
8.91 I
1
1
1
t
21.92 !
1
Beer ;
1.
5.15
1
10.89 1
1
12.33
1
Licj'jo.^ s^ ( BaileyS; { 
MaTibU} Safari > etc.) j
_1 _
18.56
11
11.88 : 
1
•
1
24.66 1
To be continued...
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1.1^?·. hlOSI PRUNK ALCOHOLIC BEVERAGES ( Q. III. 30 )
BILKENT M.E.T.U. A.CONSERVATORY 
9.33
1
X : P
Gin / vodka 
Raki
16.33 * 11.88 36.33 0.000
W T n o
Whisky / t9C)uila / 
cognac
Beer
Liquors ( Baileys, 
Malibu, Safari; etc.)
12.24 18.81
4.08
18.37
2.9?
q 3*=^
13.33
41.33
/ Mnqj I TKED MEA'5 f ^.111 3^ '>
; BILKE?!T M.E.T.U.J 
________ 1 _
A.CONSERVATORY - . n1 • • I f  1
Mes.t / chicken ; 29.55 * 23.16 1
_______ ___ l_
30.14 ¡ 22.73 1 0.065 ;
Kebab / doner
1
J 13.64 
_1__________
1
10.53 : 
1
8.22
t 1 1
11
1
\/oao-ts.bl es ; 30.68 
_1 ________ _
1
32.63 ¡ 
_
19.18
1
11
1
Pommes frites
1
: 5.68 
__ 1________ _
•
1.05 ¡
________  l_
10.96
1
11
1
Mant i
•
: 6.82 
_1_____ ____
1
11.58 ;
_________ 1 _
10.96
1
1t
1
Pizza
1
: 4.55 
1
1
4.21 ¡ 
1
9.59
1
11
Fish
I
; 4.55 
1
1
9.47 ¡ 1.37
1
1
1
Rice / macaroni
1
; 4.55 
1
1
7.37 ; 9.59
1
11
1 1
To be continued.
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13.5. MOST LIKED NONALCOHOLIC BEVERAGES ( Q.Ill.32 ^
1
1
1 .
BILKENT ; M.E.T.U.; A.CONSERVATORY 
1
: X/ ! P
Coke / Panta
1
1
1
1 .
R 7  ♦ '
1
R 9  » 41 ftp 
1
• 1 
: 13.67 ; 0.034
. 1 _ I
Fruit ^uice
1
i1
1 _
1 A  ' 20.20 1 43.24
V 1
11
1
Milk / soda / water
1
11
1
1
1
1
1
ay ran 11
1 _
21.84 ; 22.22 1 12.16 11
1
Coffee / tea
t
1
1 3.45 I
1
6.06 J 2.70
t
1
* : Numbers given are the column percentages.
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COMPARISON OF SHOPPING / CLOTHING USE ACROSS UNIVERSITIES 
■1.4.1, gRAHg PREFERENCE ( Q.III.35 1
TABLE 14
BILKENT M.E.T.U. A. CONSERV.ATORY 
39.24 
60.76
14,2. PREFERRED BRANDS 1 Q.Ill.36 1
1:* BILKENT M.E.T.U. 1' f 
1
A.CONSERVATORY : : p ;
Nn npc-Foronr-o ¿ 1  R7 * ςj Qn 11
1
RO ^ 4
1 I 1
' 94 7Π ' n 01R '
Sports / hi9 -h price
1
11
1 1 1
11
^e.^ .Benetton> Levi’s^ 28.13 1 ς RQ I1
1
10.39 11
1
Sports D.'^ essy / hi^h
1
11
1
11
price ( e.9 . Vekko ) 22.92 10.78 1t
1
10.39 11
1
Dress^ / high price
1
11
1
11
( e.g. \/epa; Adnan ) 4.17 6.86 11
, 1 ^
5.19 11
1
Sports / lov/ price
1
11
1
11
(e.g. Limon ) 1.04 1.96 11
1
1.30 11
1
Sports + Dressy / low
1
11
1
1
p.»“i ce ( e.g. Y . K. M . ) 1.04 6.86 11
1
7.79 11
«
Dressy / low price
I
11
1
11
( e.g. Mi.ne. Elma ) 1.04 2.94 11
1
2.60 11
1I
To be continued.. .
14.3. PEOPLE ACCOMPAMYING WHILE SHOPPING 1 Q.Ill,44 1
BILKENT ; M.E.T.U.; A.CONSERVATORY
Alone
1
1
_ 1 _
I
48.94 * 1 42
1
1
I
1
26.39
1 1 
! 16.94 ; 0.010 
___1____ ___ 1 ___ ___
With parents
1
1
1
t
1
14.89 ; 
__ _____ 1
9 11
1
26.39
1 1
1
1
1
With friends
1
1
1
1
1
23.40 : 
________ 1
32
1
1
1
1
36.11
1
1
X
1
With boy / girlfriend
1
1
1
1
1
12.77 j 1 7
1
1
1 11.11
1
11
1
* : Numbers given are t.he column percentages.
**: 42 % of the cells have expected counts less than 5> chi - square may not be 
a valid test, so only the percentages will be used.
?5
COMPARISON OF SPORTS / ACTIVITIES DONE ACROSS UNIVERSITIES 
J.^1 .■ QL· SPORTS ( Q.III.2g )
TABLE 15
BILKENT ; M.E.T.U.: A,CONSERVATORY
Prestigious sports 
( s.g. tennis, ski )
AB
9 R7 * * 2.76 2.77
Popular sports 
( e.g. football )
Less common sports 
( e .g.bieye1ing ) 2.64 2.40
Less usual sports 
( e.g. body building) 1.87 1.88
15 2 KINDS OF ACTIVITIES DOME J_ Q. Ill. 34 1
; BILKENT 1 M . E. T . U . A.CONSERVATORY |
Act i v i t i eE re 1 ated ! B \ A AB i
with art \ 4.47*3*: 1 4.51 3.42 ;
Social / recreational
1 t
I A \ A
game playing : 3.72 ; 4.01 3.92 I
1 1 
: A : A
Bars / discos ! 3.87 I 
• _ «
4.38 4.15 :
! A ! A
Other activities : 4.69
1 1 1 1
1 1
4.87 4.82 1
* : Numbers given are the means for each factor where 1 = Often , 3 = Never.
** : Numbers given are the means for each factor where 1 = 7 - 8  times a month, 
5 = Never
A or B : Same letter for any two on the same row indicate comparisons
significant at the 0.05 level.
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TABLE 16
COMPARISON OF PRODUCT USAGE ACROSS UNIVERSITIES
; BILKEMT 1•
1
M . E. T . U . 1 A. COiISERVATORY 
1
Grooming products
1
1 A ! A
(e.g. perfume ) 1 2.78* 1t 3.14 I 
1
2.51
Snacks / soft drinks 1 B
1
1
1 A I AB
( e .o. fruit ’u i ce ) ! 2.80 I1 3.00 1 
1
2.37
Meals
1
1
1
1
1
1
( e .a , meat ^ ! 2.31 11
1
2.23 I 
1
2.24
Coffee / tea : 2.77
I
1
1
I
2.53 ; 2.45
Uncommon meals : AB
1
»
1
1
AG i BC
 ^ e.°. cornflakes ^ I 3.64 11
I
1
4.08 I 
1
3.37
* Numbers given are the means for each factor where 1 = use very often, 
5 = Never use.
A or B Same letters for any two on the same row indicate comparisons 
significant at the 0.05 level for t - tests.
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1 7 . 1 . D R I V I M Q  LICENCES ± Q,III.38 1
TABLE 17
COMPARISON OF DRIVING / CAR PREFERENCES ACROSS UNIVERSITIES
; BILKEflT I 
1 1
M.E.T.u.; A.CONSERVATORY 1 X I P ! 
. 1 ____1 _ _ _ »
Yes
1 t
J 79.38* I
1
51.92 I 
1 _
27.85 * ¿ 7  · n non '
.1 _ _l _ ___ ___1
No
1 t
J 20.62 1
I ·
48.08 J
I _1
72.15
t 1 1 
1
11
17 2. CAR AVAILABILITY 1 Q .111.39 - 40 ** 1
; B I L K E N T  ! 
1 1
M . E . T . u . ;
1
A . C O N S E R V A T O R Y ; ■ n1 · · 1 r*
_ 1 1
Y e s
1 ) 
; 83. 33* ;
1
49.04 ;
1
! 25.89 ; 0.000
N o
1 1 
j 16.67 I 50.96 ; 36.36
' 1
11
17 3. Qnp p r e f e r e n c e s ± Q. Ill. 41 J.
1 BILKENT : M.E.T.u. 
. 1
A. CONSERV.ATORY : : p
Porche /  Jaguar
1
1 18.68*
1
: 11.11 
. 1 _______
12.16
1 1 
« 17 · n npq
BMW /  Mercedes • i l R  1 . - . - -
1
1
! 34.34 
1
39.19
1 ·
1
1
1
Other foreign cars
1
; 21.98
1
1
1 20.20 
. 1____...____
32.43
t
1
1
1
Turkish ca.'"S
1
I 10.99 
1
•
1 26.26 
. 1
10.81
t
11
1
Jeep /  Range Rover
1
; 3.30 
__1 _________
1
1 8.08
. 1 1
5.41
1
11
11
* : Numbers given are the column percentages.
** : Questions 39 and 40 are combined.
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TABLE 18
COMPARISON OF SMOKING HABITS ACROSS UNIVERSITIES
18.1. SMOKING i. Q. Ill. 18 1
BILKENT ¡ M.E.T.U.J .A. CONSERV.ATO.RY
Yes
1
11 26 * !
1
25.24 I 
1
44.30
1 1 
; 13.96 ; 0.007
No 11
1
66
1
11
1
1
71.B4 ;
1
54.43 1
1
Quit
1
11 s
1
»
1
1
2.91 ; 
1
1.27 1
iq p TVPFc^ np niGARETTES SMOKED · .^TTj.ig ^
BILKENT ; M.E.T.U.I A.CONSERVATORY
TIIU·-i <=“. h r·-i c a ror-t-luc·
Forsif^ P C i 0'i;
* : Numbers given are the column percentages.
** : Numbers given are the column percentages, but non - smokers are excluded.
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TABLE 19
COMPARISON OF MUSIC PREFERENCES ACROSS UNIVERSITIES
11
1 _
BILKENT I 
1 .
M . E . T . U . I Q.. COMSE.RV.ATORY I 
1
P
Disco
1
11
_1 .
f
36 * J 
1
25.0 ¡ 
______ _ _ 1 _ .
26.58 ! 3.375 
1
0.185
Hard rock / Metal
1
1
1
1 _
1
30 : 
1
26.9 ; 
____ _1
12.66
1
1 8.026 
1
0.018
S 1 OV:
1
1
t
1 -
t
62 ! 
________ 1 .
54.3 ; 
1
77.22 ¡ 9.910 
1______
0 0 0 7
Classic
t
1
1
1 _
1
53 ¡
:______ 1 ,
1
59.6 ¡ 
1
81.01 ! 12.39 
1
0.002
Soul
1
t
1
1 _
t
27 1 
______1 .
1
19.2 ¡ 
1
21.52
1
: 1.834 0.400
Jazz / Pop jazz
1
1
f
t
23
1 _
36.5 ; 04
t
; 4.472 0. 107
Turki sh contempera
1
r\/ J
1
1
1
1
1
1
1
1
1
mus i c 11 2 5 ; 19.2 ¡ 3.86 • 7 7 4 f 0.021
T i i r f/ ñ c h  •foils" mtic-.-ir·
1
1
1
1
5 ; 11.5 !
1
t
1 . 27
1
¡ 7.690 0.021
* : Numbers given are the column percentages of “ listeners ” of each type of
music. X^and p values are given separately.
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TABLE 20
COMPARISONS OF ATTITUDES ACROSS CLUSTERS (PART II)
IMDIV. ! TRANS. | FLOAT. J SHOW. \ EXCEP
1. MaLsriistic 'thoush'ts 1. S3 1.66 1.88
2. Attitudes towards family
B
2.04
AB
2.63 2.19
A
2 . 12
3. Attitudes towards social 
facts / inner self
A
1.86 2.03
C
9 97
AB
9 97
BG
1
s I -i u i no n f o n e s e lf n
¿p.
A 
1 9
ABC
9 PH
B
OQ
CD
1 P.Q
R T h r i - f f - v  Komo -  ' ' . / -i nn
6. Pro°ress i V i sm i n fami1  ^
1 i f e
B
9 37
A
2.41
ABC 
2.88
C
9 1 Q
7. Attitudes towards life DEF
9 Q1
AD 
2 5^
ABC
3.12
GF
2.39
BE 
2.40
* Numbers given are the means for each factor where 1 = Agree strongly
2 = Disagree Strongly ( e.g. ” 1.83 ” is the means of factor 
*' Materialistic thoughts '* for Bilkent University ).
A F Same letters for any two on the same row indicates comparisons
significant at the 0.05 level for t - tests.
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TABLE 21
COMPARISON OF SPORTS / ACTIVITIES ACROSS CLUSTERS
21.1. KINDS OF SPORTS DONE ± Q.Ill,26 1 *
Î ÎNDIV. 
1
TRANS. I F LOAT. 11 SHOW. 11 EXGEP. :
Prestioious sports
t
A
1
5 ; G
1
11 ABCD
1
11 D :
f a n  -t-onnic^  c:lr T 'k : 2.80 
1
2.64 : 2.75 1t 2.29 11
t
2.81 I
Popular sports
1
: AB A ;
1
11 B
1
11
( e.g. football ) : 2.56 
1
2.22 ; 2.35 11 2.22 1t 2.44 I
Less common sports ! A
1
11
1
11
1
1t A :
( e .g .bicyc1ing ) ; 2.66 
1
2.4? 1 
__ _____
2.42 11 2.41 1t 2.24 I
Less üsual sports
1
11
1
11
1
1
1
11
bod'^  bL!ildin°^ 1 1.55 
1
1.46 : 
1
1.51 11 1.29 11 1.32 J
21.2. KINDS OF ACTIVITIES D0?!E 1
1
0.III.34 )
1
1 INDIV. : 
_ 1________ 1
TRANS. ;
1
FLO.AT. 11 SHOW. 11 EXCEP. ;
Activities related
1 ·
; E !
1
D ; AB
1
11 AG
1
1t
1
BCDE :
with art : 4.25 ! 
_ 1 _________1
4.37 ; 
1
4.47 11 3.98 1t 2.51 1
Social / recreational
1 1 
: AB 1
1
11
1
I1 A
1
11
1
B !
game playing J 4.14 1 3.34 1 
1
3.80 11 3.49 11 3.40 ;
: DEF :
1
ADN ; ABC
•
11 CEGH
1
1
•
1
BFQ ;
Ba.>“s / discos ; 4.49 : 
1 1
3.96 ;
1
4.51 11
1
2.71 11 3.92 1
1 1 
: AB :
1
1
1
1
t1 A
1
11
1
B ;
Other activities : 4.96 ; 
_ 1 __________ 1
4.80 : 
1
4.57 11
1
4.52 1
1 _
4.49 :
* : Numbers given are the means for each factor where 1 = Often , 3 = Never.
** : Numbers given are the means for each factor where 1 = 7 - 8  times a month, 
5 = Never
A..H : Same letter for any two on the same row indicate comparisons significant 
at the 0.05 level for t - tests.
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TABLE 22
UNIVERSITY DIFFERENCES AMONG THE CLUSTERS
FLOAT. SHOW. EXCEP.
36.73 58.33 10.53
dP, QP. 16.67 5.26
1 9 Q 2 5.00 8 4.21
R-. 1 Iron-f-
O r · T I I
♦ : Numbers given are the column percentages.
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TABLE 23
SOCIO -  ECONOMICAL DIFFERENCES AMONG THE CLUSTERS
INDIV. TRANS. I FLOAT. ! SHOW EXCEP.
Lower 13.54* 9.52 30.43 8.33 1 1 . 1 1
55.56
16.97 0.03
Middle
Upper
55.21 44.05 45.65 50.00
31.25 46.43 23.91 41.67 33.33
♦ : Numbers given are the column percentages.
04
COMPARISON OF FINANCIAL CHARACTERISTICS AMONG CLUSTERS
24.1.MONTHLY INCOME ( In thousands )
TABLE 24
INDIV. TRANS. J FLOAT.! SHOW lEXCEP.! X P
0.003TL 200 - 499 4.04+ 0.00 11.11 0.00
4.00
0.00 53.2
500 - 999
1 ,000 - 1,999
2.000 - 2,999
3.000 - 4,999
5.000 - 9,999 
10,000 - over
14.14 10,71 20.00 21.05
28.28 16.67
16.16
22.22
21.43
26.67
4,44
4.00
24.00
31.58 
10. 53
13.13
27.38
17.86
20.00 32.00 21.05
13.33 28.00 5.26
2.02 5.85 ! 4,44 ! 8.00! 5.26
24.2. CHANGE IN THE ElN^CIAl, SITUATION OF THE HAMIlY ( Q . H I . 1 »
1
1 INDIV. 11 TRANS. 1
_ 1 .
FLOAT. 1 SHOW. 11 EXCEP. : x" ! p
Got worse
1
11 45.54*
(
1 48.89 i
_  · .
50.00
1
1 48.00 1 5,26
1 1 
’ · 19.72
P
! 0.011
Stayed the same
1
11 41.58
1
t1
, 1 .
45.56 11
„ 1 .
39.58
1
1 52.00
f
1
t 84.21
t 1
1<
_ 1
Got better
1
11 12.87
1
11 5.56 11 10.42
f
11 0.00
f
1f 10.53
1
11
24.3. SATISFACTION WITH THE PRESENT FINANCIAL SITUATION (Q.III.2)
INDIV. I TRANS. | FLOAT. ! SHOW. | EXCEP.
MEAN
♦ ♦♦
2.80 3.11 2.60 3.00 3.21
To be continued.
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24.4·.. QBEDII Omi USAGE (Q.Ill,25)
i1
______ 1 .
INDIV. 11 TRANS. 11 FLOAT. 11 SHOW. 1 EXCEP. 11 x^ ! P
Yes
1
11 19.79*
1
11 26.97
1
11 14.58
1
11 44.00 : 21.05
1
11 9.369
1
; 0.053
No
1
11 80,21
1
1
I 73.03
1
11 85.42
1
11 56.00 1 78.95
1
11
1
24,5. SAVING M.QNEY (Q.III.31)
•
1 .
INDIV. 11
_ 1 .
TRANS. 11 FLOAT. 1 SHOW. 11 EXCEP. 11 ! p
1
Yes !
1 .
42.57*
I
11
. 1 .
40.23
1
1
f 43.75 1 16.00
1
11 47.37
1
1
1
»
15.07 1 0.058
1
No ! 27.72
1
1
I
- 1 .
20.69
1
1
1 35.42 ; 48.00
t
11 15.79
1
1
1
1
1
Try, but can’t ! 29.70
1
11 39.08
1
1 20.83 ! 36.00 11 36.84
t
11
24,6. USAG5 OF MONEY (Q.III.33)
’ INDIV. : 
__ 1______
TRANS. : FI.OAT. : SHOW. : EXCEP. : x^ : f>
Start spending
1 1 
I 35 .35 * * !  
___1________ 1
46.5 1 I 41.67 ! 40.00 ! 57.89 : 4 .53 I0 .339 :  
• 1 1
Put in time deposit I 7.07 ; 6.98 ; 4.17 1 8.00 ! 15.79 ! 2.7810.595!  
1  ^1 1
Put in current account
t t
1 14.14 ! 15.12 ! 14.58 1 24.00 ; 5.26 ! 3 .09 ! 0 . 543 !  
1_____ 1 ____11 I
Buy foreign currency / gold /\ 1 ! I :
stocks I 22.22 I 27.91 : 29.17 1 20.00 ; 0.00 ! 7 .89 ! 0 . 096 !
I  ^ 1 1
Talk to family members
1 1 
I 16.16 ! 6.98 I 8.33 ! 0.00 1 15.79 ! 8 .27 ! 0 . 082 !
Go on a vacation
1 ) 
! 10.10 I
t 1
15.12 ! 8.33 ! 24.00 ! 15.79 ! 4 .81 ! 0 . 308 !
1 ______ 1 _ ___1
* :Numbers given are the column percentages
♦♦ :Numbers given are the column percentages of those who chose to say "yes" to each
choice. and p values for each are given seperately.
♦♦♦ ;Numbers given are the means where 1 = Never satisfies , 2 = Generally does not
satisfy, 3 = Generally satisfies, 4 = Always satisfies.
A or B : Same letters for any two on the same row indicates comparisons significant 
at the 0.05 level for t - tests.
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TABLE 25
COMPARISON OF MOVIE AND TV VIEWING AMONG CLUSTERS
¿5.,1.,I:REQ U£№1 0£ WM.QHINq VIDEO FILMS (Q.III.4)
11
,  1 .
INDIV. 11
-  « .
TRANS. 1 FLOAT. 11
I .
SHOW. • EXCEP. ! x" 1 p
Watch no videos 11
1
59.00* 11
.  1 .
42.22
1
1
1 65.96 11 16.00
1
1
1 52.65
1
: 33.71 ! 0.00
0 - 5 11 33.00 11
1
40.00
1
11 25.53
f
1
1 40.00
1
1 21.05
1
1
<
1
1
6 - over
t
11 8.00
1
11 17.78
1
11 8.51 11 44.00 1\ 26.32
r
1
25.2.FREQUENCY OF GOING TO MOVIES (Q.III.5)
iNDiv. ! tkaiis. : FLOAT. ! SHOW. : HXCrP. : : p
0 - 1  i 26.73+
____________ »______
11.11 29. 17 20.00 15,75 I 6.02 ' 0.021
61.11 39.58 36.00
4 -  over 20.79 27.78 n  . 25 44.00
66.42
15.75
25.3.EXTERNAL EFFECTS ON THE SELECTION OF MOVIES
INDIV. I TRANS. | FLOAT. ! SHOW. ! EXCEP
Effects of mass media / other people 2.41 2.25 2.63 ’.52 2.38
Effects of directors / actors 2.24 2 . 12 2.24 2.00 1.75
To be continued.
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25^Au o m x  tlGURS SEEM.T OH WATCHING IV  LQ.ulll.1)
1 INDIV. 
1 _
1I
- · .
TRANS. 1f FLOAT. 1*
_ 1 .
SHOW. 11 EXCEP. 1 x ’' 11 P
0 - 1 1 52.08*
1 _________
1
11
. I .
53.49
1
11 48.94
1
11
1 .
62.50
1
•1
— · .
50.00
1
11 1.280
1
11 0.865
2 - 3
I
I 47.92
1
11 46.51
1
11 51.06
1
11 37.50
1
11 50.00
1
11
1
25.5. PROGRAMS WAICHUED GM IV 1^.111,^)
11 INDIV. ! TRANS. : FLOAT. ! SHOW. 1 EXCEP. : X 1 p }
News
1
11 71.29*** ! 70.00 I 75.00 1 60.00 1 52.63
1 1 1 
14.43510.350;
Movies
1
11
1
75.25 ! 70.00 ! 62.50 ! 76.00 ; 84.21
1 1 1 
14.46710.3471
TV serials 11
1 .
37.62 ! 44.44 : 22.92 ! 48.00 1 52.63
* f 1
18.73310.0681
Documentary films
1
11 45.00 ! 31.11 ! 43.75 ; 28.00 : 52.63
> 1 1 
17.04010.1341
Music / variety shows
1
11
1 _
53.47 ! 52.22 ! 45.83 I 52.00 ! 68.42 12.82810.5871
Sports programs
1
11
1 _ 1
31.68 ! 43.33 ! 47.92 I 52.00 : 36.84
1 1 1
16.13610.189!
. 1____ 1 ____1i 1 1
25.6. EVALUATION PROGRAMS (Q.III.9)
INDIV. ! TRANS. 1 FLOAT. | SHOW. ! EXCEP
MEAN
♦ ♦♦* 
3.49 3.56 3.79 3.71 3.44
♦ ; Numbers given are the column percentages
♦* : Numbers given are the means for each factor where 1 = Affects strongly,
5 = Does not affect.
♦♦♦ : Numbers given are the column percentages of "watchers** of each TV
program. X and p values are given seperately.
: Numbers given are the means where 1 = Very good , 5 = Very bad.
A : Same letter for any two on the same row indicates comparisons significant 
at the 0.05 level for t - tests.
TABLE 26
COMPARISON OF READING NEWSPAPERS ACROSS CLUSTERS
26.1. READING NEWSPAPERS z I OF DAYS / WEEK (Q.III.12)
; INDIV.I TRANS. FLOAT. S H O W . :EXCEP.: 1 P
0 - 1
1 1 
! 4.95+! 4.49 2.08 16.00!
f
15.79!
1
19.75! 0.072
2 '- 3
1 t
: 17.82 ! 11.24 10. 42 o.oo: 15.79!
1
4 ■- 5 : 17.82 : 24.72 18.75 8.00: 21.05!
6 - 7 ·: 59.41 : 59.55 68.75 76.00! 47.37!
To be continued....
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H£W§PAPER9 READ (Q.III.13)
11
______1
INDIV.1 TRANS .! FLOAT.1 
_ 1 _____ 1
SHOW. ÎEXCEP.!
1
11 ♦  ♦  1
» 1 
! A I A!
Cumhuriyet 11
11
1
3.40 ! 3.22 ! 2.79 ;
1 11 »
3.72 I 3.11 ¡
Hürriyet
1
I
I
11
11
_ — · ,
3.36 I 3.14
1 1
1 1 1 1
¡3.73 ;
1 11 1
2.96 1 3.06 ;
Milliyet
1
11
11
11
3.34 ; 2.97
1 1
1 1 
1 1
¡3.48 1
1 11 t
3.44 I 3.61 I
Tercüman
t
11
1
f
1
t
_ 1 ^
4.91 ! 4.84
f 1 
1 1
1 4.85 1
1 >
1 f
. 1 _____________1 ,
4.88 Î 4.78 1
Tan
1
1
1
1
t
4.94 I 4.96
1 ·
1 1 1 1
I 4.96 !
1
1 1
4.68 : 4.89 1
Sabah
1
1
•
1
1
1
1
____ 1 _
4.51 ; 4.20
1 »
1 1
! 4.53 I
1 1 
1 1
1 1 _
4.08 : 4.61 :
Gunaydin
*
1
1
1•
1
1
_1 _
4.72 I 4.58
t r
1 1
1 t
I 4.54 Î
1 1 
1 1
1 ________________1 _
4.52 { 4.39 Î
I
1
1
f 1
1 1 
t 1 A ! A !
Gunes 11
t
t
_1 _
f
0.06 1 0.08 1 0.15 !
1 1 
1 1
1 ________________1 _
1 '
0.30 ! 0.00 I
♦ ; Numbers given are the column percentages.
♦* : Numbers given are the means for each newspaper where 1 = Everyday,
2 = 5 - 6  times a week, 3 = 3 - 4  times a week, 4 = 1 - 2  times a week, 
5 = Never.
A : Same letters on the same row indicate comparisons significant at the 0.05 
level for t - tests.
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TABLE 27
COMPARISON OF READING BOOKS AMONG CLUSTERS
27.1. MONTHLY AVERAGE (Q.III.151
INDIV. I TRANS. | FLOAT. ! SHOW. I EXCEP.
MEAN 2.09 1.97 1.90 2.28 2.42
27.2. TYPES O F BOOKS READ (Q.III.16)
11 INDIV. : TRANS. ; FLOAT. ! SHOW. ! EXCEP. : X" ; p !
Adventure ! 29.70*^ : 44.44 : 13.75 : 60,00 : 47.37 :17.93:0.001:
Detective !
1 .
6. 93 : 11.11 I 4.17 : 36.00 : 15.79 !20.48:0.000:
— 1 
Love / romance I
1 .
2.97 ! 7.78 : 2.06 ! 8.00 ! 10.53 : 4.58:0.333'
1
Essays ! 39.60 ! 35.56 ! 37.50 : 36.00 ! 15.79 : 3.99!0.407!
Psychologic / philosophic!
t
36.63 I 32.22 I 39.58 I 28.00 : 31.58 ! 1.49!0.828!
♦ : Numbers given are the means where 1 = Never, 2 = 1-2, 3 = 3-4, and
4 = 5-over.
♦♦ : Numbers given are the column percentages of "readers*’ of each type of
'L
book. X and p values are given seperately.
A : Same letters for any two on the same row indicate comparisons significant 
at the 0.05 level for t - tests.
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TABLE 28
COMPARISON OF VACATION TRAVEL AMONG CLUSTERS
28.1. PLACES STAYED WITH PARENTS (Q.III.22)
11 INDIV. ! TRANS. 1•
_ 1
FLOAT. J SHOW. 11
_ « ,
EXCEP. : : p 1
Own summer house
1
11
1
47.52 ♦ ! 41.57
•
11 37.50 ! 44.00
1
11
1 ,
36.84
r 1 T
! 1.81J0.770!
Relatives* summer house
1
11
_____1
22.77 I 25.84
1
11 25.00 : 12.00
1
11
1 ,
15.79
• 1 1 
; 2.80;0.593!
Hotels ( 1 - 3 ♦ )
1
1(
__ 1
24.75 5 40.45
i
1{ 20.83 ; 44.00
t
11
• .
36.84
1 t f
:io.o2|o.o4o;
Holiday villages
i
t1
____ I
18.81 ; 17.98
t
1 14.58 1 16.00
f
1f
1 .
21.05
t 1 1
: 0.61;0.962!
Pensions
1
11
_ _ 1
15.84 : 14.61
1
1 20.83 : 16.00
1
11
1 .
21.05
* 1 I
! 1.19:0.8791
Camping
1
_ 1 .
3.96 : 5.6 ;r J 6. ?5 ! 4 .00
t
11 15.79 ! 4.35 : (·. 36 ! '
Parents’ intitutions’ 
vacation sites
1I
11
1
3.09 ! 10.34
1
11 8.33 : 8.00
1
1I
1
5.26 : 6,4910.593;
28.2. PLACES STAYED WITH
1 1 
FRIEKDS
1
11
1 .
INDIV. 1 TRANS. 11
- · .
FLOAT. ! SHOW. 1I EXCEP. 1 x’· 1 p !
No holiday with friends
1
11
1 .
26.00 ♦ 1 13.48
1
11
_ 1 .
20.83 1 12.00
1
11 42.11
1 1 t 
110.8610.0281
Summer houses
1
11 37.00 ! 38.20
1
11 31.25 I 44.00
1
1t 26.32
1 1 I
! 2.1510.708!
Hotels ( 1 - 3 ♦ )
1
11 22.00 1 31.46
1
t1
1 .
12.50 ! 28.00
1
11 15.79
1 1 1 
1 7.4110.116! 
_ 1 ____1 ____ 1
Holiday villages
1
•1 4.00 1 14.61
1
11
_ 1 .
8.33 1 24.00
1
11 0.00
1 1 1 
114.2510.0071 
_ 1 _____1_____ 1
Pensions
1
11
____ 1 _
24.00 1 37.08
1
11
_ 1 .
35.42 ; 60.00
1
11
_ 1 .
1.11
1 1 1 
119.4910.0011 
_ 1 _ ___1_____1
Camping
1
11
____ 1 .
16.00 ; 20.22
1
11
_ 1 .
31.25 ! 8.00
1
11
_ 1 _
26.32
1 1 1 
1 7.5410.1101 
_ 1____1_____ 1
Numbers given are the column percentages of those who stay at each type of
I
holiday place. X and p values are given for each separately.
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TABLE 29
COMPARISON OF EATING AND ALCOHOLIC BEVERAGES HABITS AMONG CLUSTERS
29.1. WEEKLY AVERAGE OF ALCOHOLIC BEVERAGE CONSUMPTION (Q.III.28)
1 INDIV. 
1
1 TRANS. • FLOAT.
_ 1 .
SHOW. ! EXCEP. : ! p
1 day
1
I 29.00 * 
1
; 32.32 : 35.42
1
11
— t .
20.00 : 27.78
1 1 
¡59.2510.000
2 days
1
! 13.00 
1
; 13.33 ! 16.67
1
11
• · -
16.00 : 16.67 11
1
3 days
1
; 4.00
1
: 13.3? ! 6.25
t
1
1 20.00 ! 0,00
1
1
1
4 - O V G P
t
\ 1.00 I 2.22 : 2.08
1
1 24.00 : 0.00 1
llo averaqe : 40.00 : 33.3?
1
! 6. C;0 ! 33.33 1
29.2. MOST LIKED ALCOHOLIC MViLRAGES IQ.^ XII^ _2.9)
1I INDIV. ! TRANS. : FLOAT. 1 SHOW. ¡ EXCEP. : x"* ! p : 
1 1 1
Gin / vodka ♦♦
1
11
_ 1 .
13.27 ♦ 1 8.05 I 10.64 I 21.74 : 12.50
1 · 1 
¡32.3910.1181 
_ 1____1____1
Raki
1
11 9. 18 ; 13.79 ! 19.15 ! 8.70 ! 6.25
1 1 1
11
1
Wine
•
11 24.49 ; 26.44 ! 17.02 : 21.74 ! 18.75
1
11
1
Whisky / tequila / cognac
1
11 12.24 : 14.94 : 17.02 ¡ 21.74 : 6.25
1
11
1
Beer
1
1«
_ 1 ,
14.29 1 5.75 ! 6.38 I 13.04 ; 0.00
Í
t1
1
Liquors ( Baileys, Malibu,
1
11
1
1I
Safari, etc. ) 11
— 1 _ 1
14.29 I 25.29 : 10.64 I 8.70 1 31.25 I1
11
To be continued.
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zaujL· MOST mm alqqhquiq BEVERftgEs xa,iii.30)
11 INDIV. I TRANS. I FLOAT. SHOW. 1 EXCEP. ! X ! p :
Gin / vodka ♦♦ 1 13.13 ♦ ! 6.74 ! 14.89 34.78 1 6.25
1 1 1 
139.0810.027;
Raki 1f 10. 10 ; 19.10 ! 14.89 13.04 ! 6.25
1 1 1
11
 ^1
Viine
1
11 23.23 ! 29.21 ! 8.51 17.39 ! 12.50
r
1t
 ^1
Whisky / tequila / cognac
1
11 6.06 ; 7.87 I 8.51 13.04 1 0.00
1
11
 ^1
Beer
1
11
_ 1 _
25.25 ! 23.60 1 29.79 17.39 ! 37.50
f
11
1
Liquors ( Baileys, Maiibu,
1
11
1
11
Safari, etc. ) 11
11
9.09 I 7.87 • 4.26 0.00 ! 12.50 11
_ 1 1
29.4. MOST LIKED MEALS CCLD;i,3g)
I1
___ 1 .
INDIV. ! TRANS. 11 FLOAT. 11 SHOW. 11 EXCEP. 1 X 1 P
Meat / chicken 11
I .
24.44 ♦ : 31.71
1
11 15.56
1
1
I 47.83 11 25.00
■ f
144.81;0.023
Kebap / doner I1
___1 .
13.33 ! 3.66
1
11 17.78
1
11 17.39
1
1
I 6.25
t 1 
1
1
Vegetables
1
11 32.22 I 31.71
1
11 22.22
1
1 17.39
1
1t 18.75
1
11
1
Pommes frites
1
11
1 .
4.44 ! 3.66
1
1!
_ 1 .
6.67
1
11 0.00
1
11 25.00
1
11
1
Mant i
1
11
_1 _
6.67 1 10.98
I
11 13.33
1
11 8.70
1
11 12.50
t
1
t
1
Pizza
1
11
______ 1 _
7.78 : 7.32
1
1
1
_  1 _
2.22
1
11 4.35
1
11 0.00
1
1
1
1
Fish
1
11 3.33 ; 6.10
1
1
1 13.33
1
1
t 0.00
1
1
1 0.00
1
11
1
Rice / macaroni
1
1
1 7.78 1 4.88
1
11
■
8.89
t
11 4.35
1
11 12.50
1
1
1
■
29.5, MOST LJK^p NONALCOHOLIC BEVERAGES .CQ,._inr?2)
11 INDIV. I TRANS. ; FLOAT. 1 SHOW. I EXCEP. ! x-^  1 P 
_ 1 ___ 1_____
Coke / Fanta
1
11
___1 .
48.94 * 1 52.87 ; 36.36 ; 65.00 1 33.33
1 1
!17.53!0.131 
_ 1 _ _ 1 ___
Fruit juice 11
1 .
28.72 ; 31.03 1 25.00 ; 5.00 I 46.67
1 >
11
1
MiIk/soda/water/ayran
1
11
__ 1 .
17.02 1 13.79 I 31.82 ! 25.00 ! 20.00
1
11
1
Coffee / tea
1
11
— * - 
i
5.32 1 2.30 ; 6.82 ! 5.00 ; 0.00
1
11
11
♦ : Numbers given are the column percentages.
: 40 X of the cells have expected counts loss than 5, Chi - square may not be a valid 
tost so only the percentages will be used.
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TABLE 30
COMPARISON OF SHOPPING / CLOTHING USE AMONG CLUSTERS
I Q . U  5RAND PREPLRENCE T Q . I I I . 3 5 )
11
1 -
INDIV. I T R A N S . 1i FLOAT. 11 SHOW. 1• EXCEP. : x" ! P
YES
1
11
— — — — 1 -
1
42.00 *J 
________1 .
59. 55
»
t 31.25
1
11 68.00
1
11 42.11
1
: 15.865
1
: 0.003
NO
1
11
1
58.00 ; 40.45
1
11 68.75
1
11 32.00 1 57.89
1
11
1
30.2. PREFERRED BRANDS (Q.Ill.36)
! IMDIV. 1 TRANS. \
______ 1______ 1 I
FLOAT. SHOW. E.XCEP. : X : p
Mo pro-Foronoo 1 57.58 *; 40.70 J 
__ _1 _ 1 1
70.21 32.00 61.11
• 1 
131.4510.141
Sports / .hish pries
> 1 1
1 1 1 > 1 1
1 1
11
f 0 . a. RonSttOP. > LSVi’S ) : 18.18 : 18.60 ; 
_____1_____ ___1______  1
14.89 36.00 5.56 11
1
Sports + D.^sssy / .Hi9h nrT no · · 1r* · * — - 1 1 1
1
11
f s.f^ . Vakko, Bsyjnen ) 9.09 J 23.26 '
■ I 1
6.38 24.00 16.67 11
1
Hrocicv / high pries
> 1 1
1 1 1 1 r 1
1
11
 ^ 0,a, Vspa> Aonan } ; 6.06 ! 5.81 ; 
1 1 1
4.26 4 .00 5.56 1
(
Sport s / 1 ov/ pr i cs
1 I 1
) 1 1 1 1 1
1
11
( S.3. Li.mon ) 1 3.03 ! 1.16 ;
1 _ __ 1__ _____ 1 .
0.00 0.00 0.00 1
1I I I
Sports + Drsssy / low pries I \ I
1
11
( s.o. Y.K.M. ) I 4.04 ; 8.14 ; 
_1 _______ 1___ _____1
2. 13 4.00 5.56 11
1
Drsssy / lov/ pries
1 1 1
1 1 1 1 1 1
1
11
( s.g. Mins, Elma ) ; 2.02 1 2.33 1 
1 1 _ 1 _
2.13 0.00 5.56 I1
I
30.3. PEOPLE ACGOMPANYI
1 I 1
NQ WHILE SHOPPING (Ό.ΙΙΙ.44>
1 INDIV. ; TRANS. ;
______ 1________1________ l_
FLO.AT. 1) SHOW. 11 EXCEP. : x/ : p
A Tons
1 1 1 
; 35.87 *: 42.05 j
_______________ I_________l_
51.11
1
f1 39. 13
1
11 27.78
1 1 
|9.775;0.637
Wit.h parsnts
1 1 1 
; 17.39 ; 14.77 :
______l_ _____ I 1 _
11.11
1
11 8.70
r
11 33.33
1 1
11
t
With frisnds
1 1 1 
! 32.61 : 28.41 1 
____ _ 1________1___ 1 _
24.44
1
11 34.78
1
1
.  · —
33.33
1
1
t
1
With boy / 3inTfriend
1 1 1 
! 14.13 I 14.77 ; 
_____ 1________ 1_______ 1 _
13.33
1
1
. · —
17.39
1
f1
. 1
5.56
1
11
1
* Numbers given are the
* I 1
column percentages.
1 1
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TABLE 31
COMPARISON OF PRODUCT USAGE AMONG CLUSTERS
INDIV. 1 TRANS. | FLOAT. | SHOW. j EXCEP
Grooming products 2.86 2.69 3.23 2.69 2.29
Snacks / soft drinks 
( e.g. Fruit juice ) 2.84 2.61 3.05 2.56 2.45
Meals ( e.g. Meat ) 2.27 2.18 2.41 2.32 2.11
Coffee / tea 2.54 2.62 2.60 2.81 2.40
Uncommon meals 
( e.g. Cornflakes ) 3.91 3.61 3.99 3.38
ABCD
2.63
♦ Numbers given are the means for each factor where 1 = use very often, 
5 = Never use.
A or B : Samn letters for any two on the same row indicate comparisons
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TABLE 32
COMPARISON OF DRIVING / CAR PREFERENCES AMONG CLUSTERS
32.1. DRIVING LICEfICES (Q. Ill. 38 >
1i
1 .
INDIV. 1 
__________1 .
TRflriq 1t f l o a t . 11 S H O V L 11 EXCEP. : : P
YES
1
11
1 _
1
41.00 * I 
1 .
69.66
I
11 55.32
1
11 R.q nn
1
11 36.84
1 1 
; 19.849; 0.001
NO
1
1
1
1
«^ q on ' 30.34
1
11 44.68
1
11 32.00 11 63.16
1 1
11
32.2. car availability fQ.111.39 ^ ^  **)
; iNOiv, I ; .^l o a t . ; SHOW. ; EXCE.P. I V ^ ‘ 'I · · 1 r- 1 
1 1 t
V F F 1 53.54 1 79.55 ' 1 OR ; 6 7 . 5 c* ; 63.16
1 t t
' 23.279; o.ooo;
NO ' d R il R
1
11
11
20.45 ; 48.94 I 12.50 ; 36.84
* : Numbers given are the column percentages.
** : Questions # 3 9  and # 4u are combined.
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TABLE 33
COMPARISON OF SMOKING HABITS AMONG CLUSTERS
33.1. SMOKING (Q.III.181
: INDIV. ;
1 1 .
TRANS. 1 FLOAT. 1
1 .
SHOy^ . 1•
_ 1 .
EXCEP. : : P
Yes
1 1 
; 23.76 *  *;
_ _ 1 ________1 .
26.97
1
1t 43.75
1
I1 nn
1
1
1 31.58
1 f
; 10.541; 0.229
No ! 71.29 ' 
1 1
68.54
■
1 54.17
t
11 48.00
1
11 63. 16
• 1
11
1
Quit
1 1 
; 4.95 ! 4.49
1
11 2.08
1
11 4 .00
1
1f 5.26
1
11
33.2. TYPES OF CIGARETTES SMOKED TO.Ill.19>
INDIV. ;
1 .
11
1 .
FLOAT. 1 qwow : EXCEP 
11
B. 51 ♦■·; 
1
6.98
r
11
Í
1 7 7P
1
11 4 .00
1
; 0.00 
11
13.83 ; 1 p. pn
1
11 26.67
1
11 43.00
t
■ 97 7P
Turkish ci^srstTss 22.85
Forsi^ n ci Or.rs't'tss
* : Numbers given are the column percentages.
** : Numbers given are the column percentages, but nonsmokers are excluded.
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TABLE 34
COMPARISON OF MUSIC PREFERENCES AMONG CLUSTERS
11
1
INDIV. : 
1
TRANS. tt FLOAT. 11 SHOW. 11 EXGEP. 1 1 P
Disco 11
_1
1
27.72 *! 36.67
•
11
- 1
14.58
t
1t
— · ,
36.00
1
11
1 ,
31.58
» t
1 8.0810.089
Hard rock / Heavy metal
t
11
1 .
22.77 1 
1
30.00
f
11
1
22.92
1
1
•
 ^Í .
20. 00
1
11
- > .
10. 53
1 1 
; 4.0010.406
S1 ov·/
1
11
1 _
1
62.38 ¡
1 .
67.78
1
11
« 1 .
58.33
1
11 56.00 11
1 ^
73.68
1 1 
: 2.78:0.596
n T a cc -1 n
1
11
_1 .
1
66.34 ¡ 65. 56
1
1
1
— 1 .
58.33
1
1I
1 .
60.00
1
11
1 _
IB. 95
■ 1
1 2.9310.570
Soul
1
11
1
1
16.S3 : 30.00
1
11
_ 1 .
18.75
1
11
1 ^
36.00
1
11
_ 1 .
m
1 1 
1 9.2910.054
Jazz / Pop jazz
1
i1
- - 1
1
36.63 : 35.56
1
1 31.25
1
11
_ 1 _
48.00
1
11
1
21.05
1 1
: 3.8310.423
Turkish contempora.ry music
1
11
. _ 1 _
1
14.85 : 16.67
1
11
1
^7 Rn
1
11
1
12.00
1
11
t
5.26
1 1 
M R  R7 ' n n O A  
_ 1 1__
Turf' i sh f o 1 k. mus i c
1
11 4.95 ; 9 9 9
1
11 22.92
1
1 4 .00
1
11 0.00 125.1810.000
* ; Numbers given are the column percentages of "listeners" of each type of music. X and 
p values are given seperately.
109
